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Dr. Copeland, who broadcasts for 
Fleischmann’s Yeast, was put on the 
grill at the hearing held by Senator 
Copeland on the Tugwell bill. Your 
personal point of view determines 
which is Dr. Jekyll and which is Mr. 
Hyde. 


vgy¥seey’ 

J. David Stern is an enthusiastic 
advocate of the new deal, and to 
prove it he is giving one to the New 
York Evening Post. 

7? FF F 

The Rev. Father Coughlin was go- 
ing along in great shape until he took 
a sock at Al Smith. New he may dis- 
cover that, like the small-town bully 
who boasted that he could lick any 
man in the world, he was taking in 
too much territory. 

vv¥$sey’ 

The Newell-Emmett boys stayed up 
most of the night to get the right 
repeal atmosphere into White Rock 
copy, but failed to report just what 
they themselves contributed to the 
expansion of the market. 

vgy¥$peey? 

Gluyas Williams is now contribut- 
ing some characteristic illustrations 
to the Belden plug advertisements. 
The idea seems to be to portray life’s 
darkest moments for non-users. 

.’ 3 F 

Judging from the pictures of 
Alfred P. Sloan, Jr., Harry M. Car- 
roll and H. T. Ewald, taken away 
back in 1911, the only changes time 
has wrought in the appearance of 
these automotive experts have con- 
sisted of lowering their collars a 
couple of inches. 

vvseeg? 

The Daily Racing Form and the 
other racing journals will now accept 
advertising. Their readers will ex- 
pect inside info, direct from the feed- 
box. 

vv¥#$ekeéeeg? 

The distillers got the Tugwell bill 
in their code without having been 
asked to approve it. For some rea- 
son or other they haven’t been able 
to accept it as an advance Christmas 
gift from the AAA. 

7. 2 F 

Intourist, Inc., is telling Ameri- 
cans, through advertising, how to get 
into the U. S. S. R. But the average 
citizen touring that way would also 
appreciate information on the surest 
way of getting out. 

vv¥$eékeée? 

Floyd L. Doan wants to know why 
the medical men, to be entirely on 
the up and up, don’t write their pre 
scriptions in English. For the same 
reason, Floyd, that even a pretty 
girl hesitates to appear in public 
without her make-up. 

= = 

Boys who read the Lionel Corpora- 
tion’s house magazine have an oppor- 
tunity to correspond with lads in 
other lands, and thus add to their 
stamp collections. The chap who 
thought that one up can qualify as a 
real expert on boys. 

7, FT 

Bananas are being advertised as 
vegetable as well as fruit. But no 
matter—they taste good either way. 

. J ae 

George Peek created a sensation 
and made the front pages by saying 
a kind word in his Chicago address 
in favor of profits. It’s got so that 
a profit is not without honor save in 
its own country. 

> * 9 

The first automobile copy, pub- 
lished by Oldsmobile back in 1902, 
assured readers that the car started 
“at will.” It was considered impoli- 
tic to say too much about the crank. 

Copy Cus. 


DAILIES, THEN 
MAGAZINES, IS 
PONTIAC PLAN 


Radio, Outdoor, Direct Mal 
To Be Used Also 


(News of other automotive cam- 
paigns for 1934 models will be found 
on pages 12, 20 and 26 of this issue.) 

Detroit, Mich., Dec. 15.—Reaching 
out into new prospect fields, the 
Pontiac division of General Motors 
will devote a large share of its adver- 
tising effort in 1934 to attracting for- 
mer buyers of cars in the lowest- 
price class to the Pontiac banner. 

With the theme, “Get A Straight 
Eight For Your Money,” copy 
throughout the year will emphasize 
the claim that both in initial cost and 
upkeep the difference in expense be- 
tween a lowest-priced automobile and 
a Pontiac is so small, and the advan- 
tages of eight cylinders over six so 
great, that it is wise to buy a Pontiac. 

Although date for announcement 
of new models has not yet been defi- 
nitely determined, it is expected in 
line with General Motors’ policy of 
staggering introductions, that the 
new Pontiac will be formally pre- 
sented to the public sometime before 
the opening of the New York show, 
Jan. 6. 


Newspapers Start Off 

More than 1,600 newspapers will 
share in a three-shot pre-announce- 
ment campaign with the first adver- 
tisement appearing five days before 
announcement; the second, three 
days, and the third, the day before. 

For the announcement, full pages 
will be used in all key cities, with 
smaller towns receiving copy of 
lesser size. Use of newspapers will 
continue thereafter on a heavy sched- 
ule for at least a month. 

Outdoor will be used on a large 
scale, with first posting scheduled to 
be made during announcement week. 
More than 4,500 boards in 199 cities 
will comprise this phase of the pro- 
gram. The slogan, “Get A Straight 
Eight For Your Money,” will monopo- 
lize the space on the first poster. 

During the pre-announcement 
period, radio “‘spots” over 81 stations 
will be used. They, like newspapers, 
will start five days before the date 
of the actual introduction. One- 
minute recordings will be employed, 
with the lyrics of popular songs re- 
written along advertising rather than 
romantic lines, to form backgrounds 
for commercial announcements, which 
will be woven into the songs. For 
example, the “dream” in “Did You 
Ever See a Dream Walking?” will be 
introduced to tuners-in as the new 
1934 Pontiac. 


Regular Program Continued 


Use of radio, however, will not be 
restricted te the pre-announcement 
“spots.” Dec. 16 a gala program over 
a Columbia chain of 61 stations will 
be inaugurated, and it will continue 
twice a week, indefinitely. Stoop- 
nagle and Bud, radio comics, will be 
featured. 

American Weekly will be used, 
starting Jan. 7, with copy scribbled 
on a schoolboy’s slate, and cartoons, 
illustrating the new car’s advanced 
engineering principles, done in typi- 
cal schoolboy amateur fashion. 

“Proved in 1933. Improved in 1934,” 
will be the slogan that will stress 
these engineering advances. 

Saturday Evening Post, the first 

(Continued on Page 18) 


SOUP AND MOVIES 
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PACKAGE FOR 
SOUP BECOMES 
MOVIE THEATER 


Hormel Develops New in- 
centive for Children 


Austin, Minn., Dec. 14.—An in- 
genious new package has been de- 
veloped by George A. Hormel & Co., 
which throws a strong sales stimu- 
lation back of a new line of pea soup 
now being introduced. 

The package, containing two cans 
of an old favorite, vegetable soup, 
and one of the new pea soup, can 
quickly and easily be converted into 
a toy moving picture theater, with 
a supply of film. This theater is 
proving a friend to mothers whose 
children heretofore have manifested 
a strong aversion to soup, by recon- 


(Continued on Page 18) 


Tugwell Bill to Be 
Entirely Rewritten, 
Is Current Opinion 


Washington, D. C., Dec. 14.—As in- 
dicated in ADVERTISING AGE last week, 
adjournment of the two-day prelim- 
inary hearings on the Copeland bill, 
more widely known as the Tugwell 
bill, left the definite impression here 
that the bill will be completely re- 
written and more definitely phrased 
before it is submitted to legislative 
action. 

The administration, it now ap- 
pears, will attempt some revision of 
the present act, but will probably be 
satisfied with a compromise bill. 
However, it should be pointed out 
that proponents of a genuine restric- 
tive measure have by no means 
given up the fight. Efforts are now 
being made to arouse consumers 
through the various women’s organi- 
zations on the theory that these or- 
ganizations carry special weight 
with their local legislators. 

In some informed quarters it is 
contended that the fate of the entire 
measure rests wholly upon the ac- 
tion of President Roosevelt, the as- 
sumption being that if the President 
fails to make the measure an admin- 
istration policy it will completely fail 
of passage, or will be so changed by 
amendments as to be entirely emas- 
culated. 

Lull in the Storm 


In the meantime, adjournment of 
the preliminary hearing brought a 
slight lull in the storm, with both 
proponents and opponents of the 
measure working on briefs and gird- 
ing for the more intense battle 
which promises to begin shortly. 

The various industries which op- 
posed the bill at the hearings appar- 
ently scored most effectively with 
the contention that increased unem- 
ployment and greater dislocation of 
business would result, with attend- 
ant hardship on farmers and retail 
merchants, should the bill become 
law. 

Charging that the measure would 


Last Minute News Flashes 


New York Stock Exchange May Advertise 
New York, Dec. 15.—The New York Stock Exchange has approved an 
extensive advertising and publicity campaign to inform the public of its 
work. The organization has never heretofore advertised, and has always 


shunned publicity. 


According to tentative plans, the educational drive may include a chain 
broadcasting program, more liberal use of direct mail, etc., and possible 
use of institutional advertising in newspapers. 


Lucky Strike to Sponsor Metropolitan Opera 
New York, Dec. 15.—For the first time in the history of the Metropol- 
itan Opera Company, its performances will be broadcast under a commercial 


sponsorship. 


Lucky Strike will sponsor the performance Christmas Day and every 


Saturday thereafter. 


Both networks of the NBC will be used, also for the 
first time in commercial broadcasting. 


Pepsodent Adds Third Radio Program 
Chicago, Dec. 15.—Junis Cream, product of the Pepsodent Company, will 
shortly take the air twice a week with Eddie Duchin’s orchestra. This 
gives Pepsodent three programs, the other two running five nights a week 


over NBC. 


Oliva Succeeds Barton at National Biscuit 


New York, Dec. 15.—George Oliva has been named manager of the ad- 
vertising department of National Biscuit Company, to succeed Robert Bar- 


ton, resigned. 


Mr. Barton is a brother of Bruce Barton, of Batten, Barton, Durstine & 
Osborn, agency for National Biscuit Company. 


place many industries at the mercy 
of a bureaucracy, C. C. Parlin, 
spokesman for the National Publish- 
ers Association, said that its enact- 
ment would throw into bankruptcy a 
large share of the publishing busi- 
ness of the country. He declared: 

“This bill would eliminate a big 
proportion of advertising on which 
publications depend for their very 
existence. While thousands would 
suffer, nobody would be benefited by 
such a statute. This is the most 
vicious bill that was ever concocted, 
from the advertisers’ standpoint.” 

Similar criticism was voiced by 
William L. Daley, representative of 
the National Editorial Association. 

Mrs. William Dix Warburg, chair- 
man of the Anti-Crime Crusade of 
New York, protested vigorously 
against “the excesses of power given 
to one man” by the bill. Her com- 
ments drew applause as she de- 
clared: 

“If the administrator of this meas- 
ure—no matter how sincere and in- 
telligent he might be—accomplished 
one-tenth of the duties placed upon 
him, he would indeed be a super- 
man.” 


See Ruin of Drug Industry 


Roy C. Schlotterer, representative 
of the New York Board of Trade, 
told the committee the measure 
would defeat the purpose of the 
NRA by robbing industries with 
$17,500,000,000 invested capital of a 
fair chance to operate under NRA 
and AAA codes. “In this period of 
emergency when congress will be 
loaded with monetary legislation 
there will be no time to waste on 
such a bill as this,” he declared. 

Anton Robb, of the United Medi- 
cine Manufacturers of America, as- 
serted enactment of the bill with its 
manifold restrictions would ruin his 
industry. The drug trade would be 
in “constant turmoil” for the next 
five or six years, Dr. J. H. Beal of 
the National Drug Trade Conference 
told the committee. He protested 
definitions of the departmental pro- 
posal, saying that under its terms, 
false teeth, ear trumpets, blinkers 
and dog muzzles might be defined as 
drugs harmful to health of humans 
and animals. ’ 

This attack served to shed light 
on the attitude of Senator Copeland, 
who pronounced it amusing and in- 
teresting but not instructive. When 
reference was made to the New York 
senator’s own radio broadcasts and 
their sponsors, hearings were ad- 
journed. 


Many to File Briefs 


Among those who asked permis- 
sion to file briefs were: American 
Medical Association, American Drug 
Manufacturing Association, American 
Social Hygiene Association, National 
Apple Association, Associated Manu- 
facturers of Toilet Articles, National 
Association of Broadcasters, Pacific 
Coast Fruit Growers, and various 
chemical and cosmetic companies. 
Various publishing and advertising 
groups are also expected to submit 
briefs. It was urged that briefs be 
filed by all who so desired prior to 
Dec. 20, the intimation being that 
they would be considered at hearings 
called for that week. 

Sharp criticism was voiced by Rep- 
resentative Mead of New York rela- 
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ADVERTISING AGE 


December 16, 1933 


$20,000, 
A MONTH. 


price this 
for the things 


... and the things she wants, 
and the things she buys... 
she finds advertised in her 
favorite magazines ... the 


000 


. . 1s the 


young lady pays 
she wants 


She spends conservatively $20,000,- 
000 a month for personal upkeep. 
And she’s amazingly responsive to 
advertising. 


From an advertising point of view, 


she’s the million one hundred thou- 


Romance Group. 
azines. 

She’s not in the market for a Rolls 
and she doesn’t wear a Paris 

hat, nor will you find her lunching 
at Pierre’s. BUT .. . she is a ter- 
rifically extravagant and expensive 
person. She’s young, romantic— 
eager for new things—first of the 
crowd to adopt the accepted mode. 


THE ROMANCE 


ee I ns cade ceaceseeins 459,281 ..... 
True Experiences .............. rv 254,475..... 
Love and Romance.................. 161,312.... 
ONES eee 300,000... 
Ee ee eee eee 100,000...... 
ED ein vanes ha aya eoeebbeens 1,275,068 


AND REMEMBER — THERE'S NO DEALER 


MAND. THE ROMANCE GROUP CREATES IT. 


sand readers of the Romance Mag- 
In them she finds interest, 
relaxation and enjoyment as well as 
friendly, sympathetic advice on her 
own personal problems. 
evidences of her responsiveness are 
the national advertisers using keyed 
copy who, each month, crowd the 
pages of this group. They’re buy- 
ing sales—not hopes. 


The best 


GROUP INCLUDES 


ptiye mek Current Circulation 
aa eaet Current Circulation 


Current Circulation 
Current Circulation 


Teer ee Guaranteed 


INFLUENCE LIKE  DE- 
AT LOW COST 


WEB OU BIIM@OST...IT'S THE UPKEEP 


tive to the activities of some depart- 
ment officials in behalf of the meas- 
ure. He proposed that an inquiry be 
promptly instituted. His charge was 
that Prof. Tugwell and other officials 
were carrying on propaganda over 
the country in support of the bill. He 
took the position that officials should 
submit their views to congressional 
committees and leave the issues to 
them, rather than stirring up senti- 
ment in advance. 


Ease Up on Codes 


Distinctly related to certain pro- 
visions of the Copeland bill was the 
sharp disagreement in the Depart- 
ment of Agriculture between George 
N. Peek, agricultural administrator 
of the AAA and Assistant Secretary 
Tugwell. The codes coming before 
the AAA covered in advance many 
of the provisions of the Tugwell bill 
thus requiring the signers to observe 
the provisions of the dispnted bill 
in advance of its congressional con- 
sideration. 

With the transference of these 
codes to the NRA and their prompt 
passage, without the disputed points, 
it is believed that no further efforts 
will be made to insert such chances. 
It was declared that they enabled the 
government to overrule the food au- 
thority on any point and gave the 
Government full access to books of 
all food handlers. 


President Approves? 


Washington, D. C., Dec. 15.—In 
the annual report of Secretary of 
Agriculture Wallace, made public to- 
day, the statement is made that the 
Copeland bill was prepared “by di- 
rection of the President and with 
the active cooperation of the Secre- 
tary and Assistant Secretary of Ag- 
riculture. Before it was introduced, 
the measure received the approval 
of the Department of Justice.” 


Oppose Bill 


Chicago, Dec. 14.—Two blows at 
the Tugwell bill were delivered here 
this week by prominent organiza- 
tions not directly affected by the 
legislation. 

The Illinois Manufacturers Asso 
ciation on Tuesday came out flatly 
in opposition to the bill, directing a 
letter to all members in which it 
scored the provisions of the pro- 
posed legislation and termed it “an- 
other Volstead act.” 

On Wednesday, the American 
Farm Bureau Federation, meeting in 
annual convention here, adopted a 
resolution opposing the Tugwell bill 
and urging in its stead that the pres- 
ent pure food and drugs act be 
amended to prevent fraud and unfair 
trade practices. 


Offer Substitute 


New York, Dec. 14.—“A consumer- 
manufacturer bill, designed to 
strengthen the food and drug act of 
1906 and extend its scope to include 
the control of cosmetics, health de- 
vices and advertising, will be intro- 
duced in the coming session of con- 
gress,” the Proprietary Association 
declared this week. 

The bill, it said, will be sponsored 
by the National Drug Trade Confer- 
ence, and will embody the principles 
of the Tugwell bill; it will have 
“teeth,” but not “false teeth,” it is 
said. 


Mission Dry to Esty 
Mission Dry Corporation, Ltd., Los 
Angeles, has appointed William Esty 
& Co., Inc., New York, effective im- 
mediately. Campaign plans have not 
been decided. 


Fawn Studios Open 


The New York office of Fawn Stu- 
dios, Inc., opened Dec. 15 at 155 E. 
44th St., under the management of 
Charles E. Cooper. 


New A. A. A. A. Member 


Henri, Hurst & McDonald, Inc., Chi- 
cago, has been elected to membership 
in the American Association of Ad- 
vertising Agencies. 


———— 


Sinclair Plans 
New Paper for 
Dealers in ’34 


New York, Dec. 14.—A 
newspaper, Picture News, 
published by the Sinclair Refining 
Company monthly durMg 1934 for 
the exclusive use of its resellers. It 
starts with the February issue. Fed- 
eral Advertising Agency, Inc., is in 
charge. 

Two uses will be made of it, the 
first as a mailing piece in the Sin- 
clair 1934 direct mail campaign and 
second as a hand-out at the resellers’ 
stations and for his use in the 
“Magic 3” plan of every station man’s 
making at least three sales contacts 
away from his station each day. 

Among the unusual features of the 
Picture News will be the printing of 
the reseller’s name across the top of 
the first page, along with a picture 
of his station and anothér of himself 
elsewhere in the issue. 

The idea of a consumer paper came 
from the resellers who in the past 
year had requested extra copies of 
the Sinclair Big News, containing 
pictures in rotogravure, for distribu- 
tion to customers. These requests 
had to be refused because of inade- 
quate supply and inclusion of infor- 
mation prepared for dealers and not 
the public. 


Had 9,000,000 Fair Visitors 


Sinclair service station operators 
will pay for all copies used at the 
rate of 114 cents per name for copies 
used in fhe direct mail campaign and 
y, cent each for station handouts. 

A tabulation of attendance at the 
dinosaur exhibit of the Sinclair Re- 
fining Company at the World’s Fair, 
Chicago, just completed reveals a total 
of nearly 9,000,000 visitors, or 39 per 
cent of all who paid admissions to 
the fair grounds. 


picture 
will be 


Ostell Promoted ; 
Williams Is Added 


J. R. Ostell, who has been asso- 
ciated with Liberty in the Detroit 
territory since 1931, has been named 
manager of Macfadden Publications. 
He succeeds George M. Slocum, who 
resigned to devote all his time to his 
duties as publisher of Automotive 
Daily News. 

Herbert N. Williams, formerly De- 
troit representative of Life, has been 
added to the Macfadden staff as 
Liberty representative in the Michi- 
gan and Ohio territory. 


: 9 
Hopkins Made “News-Bee’ 
Advertising Manager 
Dan Hopkins has been appointed 
national advertising manager of the 
Toledo News-Bee, a Scripps-Howard 
paper. 
Before joining the staff of the To- 
ledo daily in 1926, he spent five years 


with the Cleveland Plain Dealer, and | 


prior to that was connected with the 
Canton Daily News and the Erie 
Dispatch. 


Advertises Low Rates 


The Southern Railway System used 
space in 78 large dailies from Wash- 
ington to St. Louis and as far south 
as Jacksonville to announce the low- 
est “anywhere any day” rates ever 
offered by this road. Rates are 1% 
cents per mile in coaches and 2 cents 
per mile round trip in Pullmans. 


Petry Appoints 


Edward Petry & Co., radio station 
representatives who operated a San 
Francisco office until last month, 
have named MacGregor & Sollie, 
Inc., San Francisco, as their coast 
representatives. 


Named Vice-Chairman 


Joseph R. Hamlen, vice-president 
and New England manager of Albert 
Frank-Guenther Law, Inc., has been 
appointed vice-chairman of the Bos- 
ton Emergency Campaign of 1934. 


Coast Firms Appoint 
Rufus Rhoades & Co., San Fran- 


cisco agency, has been named to han- | 


dle advertising of Home Furnace 
Company, to use newspapers, radio, 


and direct mail, and John J. Fulton | 


Company, to use direct mail. 
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ADVERTISING AGE 


our advertising wagon 


to a horse like “Spark Plug” 


In The Comic Weekly ...‘‘Puck’’... which is distributed with the 17 great 
Hearst Sunday newspapers, you meet Tillie the Toiler, Jiggs, Boob McNutt, 
Barney Google, Felix the Cat, Skippy, Pop-Eye, Toots and Casper, Little 
Jimmy—yes, and those old favorites, the Katzenjammers! 


With these tremendous features—and smaller strips by the same artists in 
addition—is it any wonder that more than five million families follow 
The Comic Weekly “Puck” zealously every week? 


What an advertising opportunity full pages in The Comic Weekly offer! 


The 


959 Eighth Avenue, New York City 


47 leading advertisers have drawn winning 
tickets on Barney Google and his pals in The 
Comic Weekly .. . Isn't it good horse sense to 
take a real look at the records they've rolled up? 


en Judge Elbert H. Gary to the reporter, “Will Barney 
Google’s Spark Plug win the International Derby?” And 
when the reporter looked amazed, the late Chairman of the 
United States Steel Corporation laughed and added: ‘'Yester- 
day, at a director’s meeting, one of the men asked that question. 
I found every single one of our directors read the comics!” 

Dr. George H. Gallup reported, after a recent survey: “More 
people read the comics than the front page banner story’’... 
68% of all men and 72% of all women who read the Sunday 
newspapers . . . “bankers, university presidents, professors, 
doctors and lawyers...truck drivers, waiters and day laborers.” 


Whom do you want to reach with your advertising? It doesn’t 
matter! If they’re human, they read the comics. Love and 
laughter, thrills and tears—the four great common denomina- 
tors of human interest, the essence of all entertainment, ex- 
pressed in terms everyone can understand—get them all! 

That’s the secret of 47 leading advertisers’ success with The 
Comic Weekly, which is distributed through the 17 great 
Hearst Sunday newspapers to more than 5 million homes — 
success measured in sales, profits, cash received. 


Hitch your wagon to a star! 

Place your bets on Barney Google and his pals in The Comic 
Weekly. $17,500 is the price of a back page—inside pages, 
$16,000. Circulation more than three of the great national 
weekly magazines combined. Results that have seldom been 
duplicated by any medium, even in the most prosperous year. 
Look at the records others have piled up. A call to COlumbus 
5-2642 in New York, or Superior 6820 in Chicago will 
bring them to your desk. 


Comic Weekly 


Everybody reads the comics 


Palmolive Building, Chicago 
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Profits and 


George N. Peek, who has just re- 
tired as head of the AAA because 
of differences with Henry Wallace, 
Secretary of Agriculture, is the only 
member of the administration who 
has gone on record in favor of the 
idea that business should have 
profits. 

In an address before the American 
Farm Bureau Federation in Chicago 
this week, Mr. Peek declared that 
the profit system is the basis of 
American institutions, and that he 
does not believe that the federal gov- 
ernment intends to interfere with 
legitimate profits. 

While Mr. Peek was speaking un- 
Officially, and while his demotion as 
head of the AAA may indicate that 
his position in the administration is 
not as strong as it formerly was, it 
is encouraging to find at least one 
important man with influence in 


Washington ready to defend profits | 


as the proper reward of individual 
initiative, industry and thrift. 

Col. Leonard P. Ayres, vice-presi- 
dent of the Cleveland Trust Com- 
pany, and one of the country’s great- 
est authorities on the economic situ- 
ation, told the Cleveland Chamber of 
Commerce last Tuesday that one of 
the obstacles to complete recovery 
is the fear that extension of govern- 
ment regulation will make it impos- 
sible for many corporations to make 
profits. Such a program, he insisted, 
“hampers recovery because it dead- 
ens business initiative.” 

Even though some of the ideas of 
social reform now so popular in 


Advertising 


Washington, involving plans for 
more equitable distribution of the 
income of the nation, can be given 
endorsement as a long-time objec- 
tive, the constant reiteration by offi- 
cial and unofficial spokesmen that 
business profits are to be severely 
limited, does little either to give 
business men courage or to stimu- 
late private enterprise, on which the 
recovery of the nation depends. 
Profits, as ADVERTISING AGE has 
pointed out, have a direct relation- 
ship to advertising, since advertis- 
ing is the accelerator which is often 
responsible for profits. A business 
which makes profits through adver- 
tising can expand rapidly, increase 
employment and deliver additional 
services to the public. All of this 
seems to be a,b,c stuff, and yet it 


|has become necessary to defend this 


basic American idea in 1933. 

It has been pointed out that a num- 
ber of dividend announcements re- 
cently have been due to the desire 
of corporations to escape possible 
heavy taxation of surpluses and re- 
|serves. Those who remember the in- 
crease of advertising which came 
| with the excess profits taxes imme- 
‘diately following the war mav decide 
that a similar policy now would 
benefit advertising. 

We believe, however, that it is bet- 
ter for business, for the public, and 
for advertising that the volume of 
advertising be based on sales pro- 
motion needs, and not determined 
by the desire to escape excessive 
taxation. 


The General Electric Institute 


The dedication of the General use of electrical appliances, and like- 
Electric Institute at Nela Park next| wise as a training school for the 
Friday, December 22, is well worth | sales representatives and service di- 


special attention at this time, be 


cause it indicates the extension of 


the research facilities of this great 


company in the direction of study of | 


products as applied to consumer 
needs. 
While General Electric has been 


at the forefront of scientific research | 


in the electrical field, and while its 
contributions along this line have 


been notable, the work of the Insti- | 
will go | 
just as far in the direction of insur- 


tute, as we understand it, 


ing the production of goods exactly 
fitted to the public needs, and the 
development of merchandising plans 
insuring wide distribution and satis- 
factory use. 


G-E describes the new institute as | 


“designed largely as a testing and 
proving ground.” Thus it will serve 
as a demonstration and testing labo- 
ratory for new advances in lighting 
and home management through the 


/rectors of dealers, distributors and 
public utilities. 

The Institute, it seems to us, is 
being established at an ideal time. 
It will function in an era when in- 
‘creased study of the consumer and 
how to serve him is recognized as a 
necessary complement to broad sci- 
entific research. And just as _ re- 
search has paid big dividends in the 
field of engineering, so it should be 
equally profitable in making the 
products of modern industry better 
suited to the needs of the public, bet- 
| ter understood by the user, and 
|more intelligently presented to him 
through all channels of distribution 
and advertising. 

The advertising world will un- 
doubtedly follow closely the work of 
the Institute, for its success will en- 
courage the development of similar 
ideas and services by many other 
leading industries. 


1 n fort rma ti ion 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 543. 2,000 Boat Owners Rate the 

Boating Magazines. 

An exceptionally detailed study of 
the reading habits and magazine 
preferences of pleasure boat owners, 
based upon questionnaires to 5,126 
owners by two advertising agencies. 
More than 2,000 replies were re- 
ceived, and this booklet analyzes them 


thoroughly. Published by Yachting 
No. 515. DANGER! Shadows at 
Work. 


An intriguing presentation of the 
contention of Redbook Magazine that 
“the shadow of a man stands behind 
every woman who buys.” Contains 
the complete series of “shadow” ad- 
vertisements for Redbook which has 
appeared in the advertising press. 


No. 529. Let's Count Noses. 

A booklet published by Household 
Magazine giving much valuable in. 
formation on the size and complex- 


ion of the rural market. Retail 
sales, home and car ownership, and 
other statistics are presented in 


graph form. 


No. 514. Every Woman Leads a 

Triple Life. 

“Is a woman a creature of pleas- 
ure and romance? A purely domestic 
genius? An individual strictly con- 
cerned with beauty shops and coutu- 
riers? Or is she at intervals all three 
of these?” asks this attractive book- 
let describing the reasons for rear- 
rangement of McCall's Magazine into 
“three magazines in one.” 


No. 539. Charts Showing Consumer 
Preference for Various Products. 
These charts, prepared by station 

WLW, Cincinnati, show consumer 
preferences for various types of ad- 
vertised merchandise, such as coffee. 
cigarettes, automobiles, etc. Because 
of their confidential nature, they are 
supplied upon request of major 
executives only. Only charts dealing 
with the inquirer’s own industry are 
supplied. 


No. 522. Telling it to Sweeney, No. 30. 


In usual New York News style, this 
booklet, first of the “Tell it to 
Sweeney” series of booklets to be is- 
sued in some time, amuses and in- 
structs. It contains, in addition to 
data on the News, as a medium, much 
comment on general merchandising 
trends, new ideas, etc., which should 
prove interesting to every advertis- 
ing and merchandising man. 


No. 544. Mouse-Trap Manufacturer 
Stages Come-Back. 


An interesting and entertaining 
story—with a moral—of a gentleman 
who “constructed a broad, paved and 
well-lighted highway to his door,” 
with a simple explanation of how 
he did it. Published by American 
Telephone & Telegraph Company. 


No. 487. Wings to Words. 


Published by Rapid Electrotype 
Company, Cincinnati, this book 
treating of the uses, purposes, and 
methods of making mats, electro- 
types, etc., is a worthy addition to 
the advertising man’s library. The 
book is interestingly written and is 
likewise a good example of fine book 
printing. 


No. 481. The Market Chicago. 


- This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


WHAT AN ENDORSEMENT FOR A PRODUCT! 
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Family Circle. 


Voice of the Advertiser 


Ratner States the | 


Case for Broadcasting 

To the Editor: In reference tc 
the editorial in your Dec. 9 issue} 
captioned, “An Important Problem 
for Radio Advertisers,” you may be 
interested in this story: 

A few weeks ago a man Called the 
New York office of the Columbia 
Broadcasting System and asked for 
the name of the surgeon whose 
operation for epilepsy was recently 
dramatized on the “Remington-Rand 
Program” . said he was a drug- 
gist and wanted to tell an epileptic 
customer about this surgeon. 

The interesting feature of this re- 
quest is that the druggist specified 
the program by its sponsor, Reming- 
ton-Rand, and not by its program 
title, “The March of Time”—despite 
the fact that “The March of Time” 
had been sponsored by Remington- 
Rand only a few weeks at the time 
of this request, while it had pre- 
viously been sponsored by Time for 
three years, and still bears unmis- 
takably the imprint of Time's edi- 
torial style. 

As a radio program, in other 
words, it has no more structural re- 
lation to Remington-Rand than Bing 
Crosby has to Woodbury’s Soap. 
Yet this druggist had no difficulty in 
relating the name of a new sponsor 
to a long established radio feature. 

Thousands of similar instances 
make it difficult to believe that radio 
listeners lose the name of the prod- 
uct in the bright glow of a head- 
liner, even if they may “identify pro- 
grams by the name of the headliner, 
rather than the name of the product” 
as Variety claimed in the announce- 
ment of its recent radio poll which 
you quote editorially. 

Incidentally, in estimating the sig- 
nificance to advertisers of the Variety 
poll, I think it would be well to con- 
sider the manner in which it is con- 
ducted. As far as I have been able 
to ascertain it represents the opin- 
ions of Variety's some 150 corre. 
spondents scattered about the coun- 
try. These individual opinions are 
based on “surveys” conducted region- 
ally by each correspondent. But 
there is no central supervision of 
these surveys and no stipulation as 
to whether they represent the pref- 
erences of two listeners or two thou- 


sand. The Variety poll can hardly 


| be considered in the same light as 


the carefully supervised surveys con- 


| ducted by advertising and research 


agencies, or the scrupulously tabu- 
lated polls conducted by various na- 
tional magazines. 

On the other hand, two compre- 
hensive studies conducted by Frof. 
Robert F. Elder of the Massachusetts 
Institute of Technology show conclu- 
sively that radio listeners buy radio- 
advertised goods — because of the 
programs, whether these programs 
are built around headliners or not. 

Products advertised by good pro- 
grams, whether the programs were 
built around big names of the air 
or stage, or built around the product 
itself, showed a consistent plussage 
of users in radio homes. 


Victor M. RATNER, 


Advertising and Sales Promotion, 
Columbia Broadcasting System, 
New York. 
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Inside Information 


To the Editor: On the back page 
of your Dec. 2 issue, you showed a 
photograph of a girl in a Cellophane 
dress furnished by the Hookless Fas- 
tener Company. 

You might be interested to know 
that this model is wearing LeGant of 
Youthlastic—the corset that ends that 
great feminine gesture, “yanking 
down the corset.” 

You may remember that this slo- 
gan of ours caused a good deal of 
comment in your Rough Proofs col- 
umn some time ago! 

EvizasetH H. Rice, 
Advertising Manager, Warner Broth- 
ers Company, Bridgeport, Conn. 
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A Member Returns 


To the Editor: A charter member, 
long absent, returns! 

Please enter my subscription to 
ADVERTISING AGE for one year begin- 
ning with the earliest possible issue. 

And don’t let me stray from the 
fold again. My job depends on know- 
ing “what’s what,” and hence I can’t 
afford to miss A. A. 


L. E. SHEARs, 
Director of Business Research, Ad- 


dressograph-Multigraph Corpora- 
tion, Cleveland, O. 
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THE INQUIRING 
PHOTOGRAPHER 


By James Jemail. 


GOLDFISH: 


privacy.” 


“I resent this intrusion on my 


“Well, you brought it on yourself, buddy.” 


The News will pay $5 for 
every question submitted and 
used in this column. Todav’s 
award goes to Mrs. I. Duffy, 
$6, Waltron Ave., Silver Lake, 


SALE OF THE NEW YORK EVENING POST 


The New York Evening Post has been sold by Curtis- 
Martin Newspapers, Inc., to J. David Stern, editor and pub- 
fisher of the Philadelphia Record and the Camden Courier 

— and Post. 

—~ It is an interesting transaction for several rea- 
"| sons. The paper, founded in 1801 by Alexander 
Hamilton as a Federalist organ, edited at different 
times by William Cullen Bryant, Henry Villard, Edwin L. 
Godkin, Horace White, Rollo Ogden and Oswald Garrison 
Villard and for the last ten years published under the aegis 
of the Curtis Publishing Co. of Philadelphia, goes now to an 
aggressive Philadelphian described as a Roosevelt Democrat 
determined to make the Post politically independent like 
the other Stern papers. 

* 


7 * 


What interests us chiefly about the Post sale is this 
fact: It is safe to say that every newspaper publisher in 
town is glad the Post has been sold to a responsible man 
_. and will go on publishing, instead of 
- folding up as rumor has had it about 

to do several times since Cyrus H. 
K. Curtis died. 

It was not ever-thus. Not so long 
ago, most publishers rejoiced every 
time a competitor went to the wall, 
- gnashed their teeth when a competi- 
~ tor took a new lease on life. This, 

- because such was felt to be the na- 
ture and necessity of the competitive 
system. 

If 700 people were thrown out 
of jobs by a competitor’s crash, as 
would have happened had the Post 
folded, so much the better from the 
old-time publisher’s point of view. It gave him more material 
to choose from for his own staff, and dampered down ambi- 
tions for more and better pay in the newspaper business. 
It also stimulated people who already had newspaper jobs to 
put additional elbow grease and brain sweat into their work. 

This feeling wasn’t peculiar to newspaper publishers. 
It was the attitude of business men generally. Samuel In- 
sull, some years before he tried to become a Greek, voiced 
the feeling perfectly when he remarked: “A long line at 
the gate is the best efficiency expert.” 

* . 


That attitude has pretty generally passed away, in 
practically all the industries including the newspaper in- 
dustry. Business men’s hearts leap up nowadays when they 

hear of more jobs made or old jobs 

Better Attitude, saved; they worry as much as any- 
Better Business dy except the jobless themselves 
when unemployment totals creep up- 

ward. This, not so much because business men’s hearts have 
softened, as because it is plain economic truth that without 
lenty of buyers there cannot be plenty of sales for business 

o make. 

It’s a trend of the times, and a fine one we think. In- 
cidentally, the removal of a lot of the old-time job fear from 
business doesn’t seem to have lowered the quality of the 
products so that you can notice it; at least, ahem, not in 
the newspaper business. 

x 


J. David Stern 


* 


* * 


As to Mr. Stern, new owner of the Evening Post, the. 
fact we remember chiefly about him is that as publisher of 
the Philadelphia Record he put the Record-under the Presi- 


dent’s blanket NRA code last . 
Summer without quirks or quib- Stern Signed The 
Blanket Code 


bles, about the time The News did 
the same thing. He fired an edi- 
torial blast at that time against publishers who were squirm- 
ing and squawking about freedom of the press and about 
how reporters and desk men were artists or professional 


people esthetically above such vulgarities as shorter work- 
ing hours. It made good reading, we thought. 


repealed, do you mtend to drink 
more or less hard liquor? 


City. 


THE QUESTION. 
Now ‘that prohibition has been 


THE PLACE. 
Queensboro Plaza, Long Island 


THE, ANSWERS, 


William J. Klages, Queensboro 

laza, propri- 
etor men’s shop: 
“More. I am 
going to do my 
share to help 
the government 
finance its un- 
employ- 
ment plan.e A 
highball or 
cocktail will 
cost just half 
as much, and 
for the same expenditure of money 
I can get twice as much liquor, and 
the Government will get the tax.” 
Bert Briggs, Jackson Ave., cafe 
proprietor: 
“That’s difficult 
for me to tell. 


Vl probably 
continue to 
take a highball 


VOICE OF THE PEOPLE 


or a glass of 
beer when the 
spirit prompts 
me. Whether or 
not Americans 
will drink more 
or less can only 
be told after 
here» 


I suppose 
because feo 
den fruit 
much bet 
Perhaps 
explains 
all the ple 
where legal 
uor is sold w 


Naturally, I will 
sample all the --ge 
liquors I have heard 
Benjamin Alderm 
Plaza, sales- 
man: “I'll drink 
at least as much 
if not more. I'll 
have the satis- 
faction of know- 
ing that the 
liquor [ drink is 


oe 


If Mr. Stern will pursue these policies with the Evening 
Post, we hope and believe he will make headway with the 
paper—which incidentally has always been a fine paper. 
They are good policies; or at any rate they have turned out 


good liquor, and 
|that the Fed- 
eral, State and 
city Govern- ae 

ments will be getting the excise 


to be profitable policies in the case of The News. 


revenue rather than the bootlegger.” 


NEW QUARTS FOR OLD. 
Stamford, Conn; : 


them has ever 
BLACKIE. | 
RUSS MUSICAL ORIGINS. 
Harrison, N. J.: Why do these 
radio announcers always tell us 
that the Ukrainian- songs they 
broadcast are Russian songs? 
Russia hasn’t any songs good 
enough to be sung by any one. So 
just remember, radio fans, that the 
next good “Russian” songs you 
hear all came from the Ukraine. 


ANNA K. 


Please give nam arid address with your letter. We will withhold beth on request. 
EY ASKED FOR IT. 
attan: I suggest 4 uniform 
egulation tor every wet 
make. it a misdeméanor 
dy-in any wet State know- 
ell or donate any aleotiolic 
to any South Carolina or 
rolina citize. visiting in 
HARRY FRIEDMAN. 


S STILL AROUND. 
During the past 


an’s | ment’s ratification. If it wer 


I would urge American wo 
boycott dresses and dress 


produced 
in part. 


by child labor en 
CLAIRE J. SPIE 


WAXEY’S LITTLE MIS 


Weehawken, N. J.: Wa: 
don should have opened 
instead of financing the P 


Hotel. Then he would hg 
cligible for one of those n 


verdicts 


been getting. 


HORA 


so many banke 
ng 
CE P. CADWAL 


_ 


act work and women must weep.—Charles Kingsley. 


nking busi 
. I believe 
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ADVERTISING AGE 


December 16, 1933 


LEVY GETS MUCH 
PRAISE FOR HIS 
STAND ON COPY 


Advertisement Draws Flood 
of Comments 


New York, Dec. 14.—Several hun- 
dred advertising executives have 
communicated with Raymond Levy, 
executive vice-president of the 
Thomas M. Bowers Advertising 
Agency to assure him of their sup- 
port in the effort he is making to 
persuade individual advertisers that 
they must voluntarily desist from 
the extreme exaggeration which is 
undermining the respect of the con- 
suming public for all advertising. 

In an article published as a page 
advertisement in the Dec. 2 issue of 
ApverTisinc Acre, Mr. Levy, after 
pointing out the harm that has been 
done by the absurd claims featured in 
much national copy the past three 
years, took the position that it would 
be impossible to regulate advertising 


by rule. He further asserted there 
would be no justification for the ad- 
vancement of such ambiguous 
measures as the Tugwell bill if ad- 
vertisers, acting strictly for their 
own gain, would concentrate effort 
on the production of advertising that 
would be seen, read, respected and 
remembered. 


Mr. Levy’s article was in no sense 
an indictment of advertising execu- 
tives and services. He blames the 
hysteria of management during the 
past three years, which has overrid- 
den sound advertising counsel. He 
believes the advertising field is ex- 
tremely susceptible to example, good 
and bad. His purpose in launching 
the campaign for believable copy is 
to induce leading advertisers volun- 
tarily to set examples for the good 
of all advertising, as well as their 
own. 


Telephones from Chicago 


The first indication of the mass 
support came from ah officer of a 
leading national advertiser near Chi- 
cago, who telephoned Mr. Levy long 
distance to congratulate him on his 
stand and request six tear sheets to 
present at a directors’ meeting that 
week. 

Requests have since been received 
for nearly 500 reprints from persons 
who asked for from one to six, as 


approval and asking Mr. Levy’s opin. 
ion of the writer’s copy. Two or 
three enclosed roughs, which were 
promptly returned. 

Mr. Levy permitted a _ reporter 
from ApveRTISING AGE to glance 
through the file of letters from cor- 
respondents who had not asked that 
their remarks be kept confidential 
and whose letters did not discuss 
specific copy. The nearest to oppo- 
sition was expressed by the vice- 
president in charge of advertising of 
one of the largest food campanies, 
who said: 

“I can agree with most of what 
you say. To make a conclusive case, 
of course, it is necessary to prove 
the type of advertising to which you 
refer (and which we do not use) ac- 
tually results in loss of public confi- 
dence. 

“You believe it does and I am in- 
clined to believe it does, but I have 
no proof that such is the case. It is 
unfortunately true that this type of 
advertising still continues to sell 
merchandise. I suspect, however, 
that there is a growing feeling 
against it, and I have hopes that it 
is merely a product of the depres- 
sion.” 

One of the first statements of per- 
fect agreement came from the adver- 
tising manager of one of the coun- 
try’s biggest brewers. 

“Three long cheers for your ar- 


Printing and Adver- 
tising Advisers 


We assist in securing cata- 
logue compilers, advertising 
men, editors, or proper 
agency service, and render 
any other assistance we can 
toward the promotion, prep- 
aration and printing of 
catalogues and publications 


Our SPECIALTIES 


(1) Catalogues 

(2) Booklets 

(3) Trade Papers 

(4) Magazines 

(5) House Organs 

(6) Price Lists 

(7) Also Printing 
Such as Proceedings, Directories, 
Histories, Books and the like. Our 
complete Printing Equipment, all or 


any part of which is at your command, 
embraces: 


TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual, as well as Color) 


BINDING 
(The Usual, also Machine Gathering, 
Covering and Wireless Binding) 
MAILING 
ELECTROTYPING 


One of the largest and most completely equip ped 
printing plants in the United States 


Catalogue and Publication 


Printers 


Artists : Engravers : Electrotypers 


Make a Printing Connection with a Specialist 
and a Large and Reliable Printing House 


Business Methods and Financial Standing the Highest. (Inquire of Credit Agencies and First National Bank, Chicago, Illinois) 


PROPER QUALITY 


Because of up-to-date equipment and best workmen 


QUICK DELIVERY 


Because of automatic machinery—day and night service 


RIGHT PRICE 


Because of superior facilities and efficient management 


Our large and growing business is because 
of satisfied customers, because of repeat 
orders. We are always pleased to give the 
names of a dozen or more of our customers 
to persons or firms contemplating placing 
printing orders with us. Don’t you owe it 
to yourself to find out what we can do 
for you? 


DAY and NIGHT 
Operation 


The best quality work 
handled by daylight 


You will find upon investi- 
gation that we appreciate || 
catalogue and _ publication | 
requirements and that our 
service meets all demands | 


Use NEW TYPE for 


Catalogues and 
Advertisements 


We have a large battery of type cast- 
ing machines and with our system— 
having our own type foundry—we use 
the type once only, unless ordered held 
by customers for future editions. 


Clean Linotype | 
and Monotype 
Faces 


We have a large number of linotype 
and monotype machines and they are 
in the hands of expert operators. We 
have the standard faces, and special 
type faces will be furnished if desired. 


Good Presswork 


We have a large number of up-to-date 
presses—the usual, also color presses 
—and our pressmen and feeders are 
the best. 


ENGRAVING 
DESIGNING 
ART WORK 


If you want advertising service, plan- 


q 


Consulting with us about your printing 
problems and asking for estimates does not 
place you under any obligation whatever. 


Binding and 
Mailing Service 


ning, illustrating, copy writing, and as- 
sistance or information of any sort in 
regard to mer advertising and print- 
ing, we will be glad to assist or advise 
you. If desired, we mail your printed 
matter direct from Chicago—the cen- 
tral distributing point. 


Executives: 
LUTHER C. ROGERS, Chairman 
Board Directors 
A. R. SCHULZ, Pres. and Genl. Mgr. 
Secretary 


W. E. FREELAND, and 
‘Treasurer 


Let Us Estimate on Your Next Printing 
The LARGE and the SMALL ORDERS 


(We Are Strong on Our Specialties) 


Printing Products Corporation 


Telephone Wabash 3380—Local and Long Distance 


CATALOGUE AND PUBLICATION PRINTERS 
ARTISTS, ENGRAVERS, ELECTROTYPERS 


Polk and La Salle Streets, Chicago, Illinois 


We have up-to-date gathering, stitch- 
ing and covering machines; also do 
wireless binding. The facilities of our 
bindery and mailing departments are 
so large that we deliver to the post- 
office or customers as fast as the 
presses print. 


Executives: 
H. J. WHITCOMB, 
ice President Publication Sales 


J. W. HUTCHINSON, 
ice President Catalogue Sales 


———_J} 


ticle,” he wrote. “At last an adver- 
tising man has had the courage to 
speak out and tell the plain, unvar- 
nished truth about advertising’s pres- 
ent status. 

“As a former agency man—but re- 
cently removed—I take my hat off 
to your article, which says what has 
been on my own mind for a long 
time. 


High-Flown Phrases Not Enough 


“As it appears to me, advertising 
men seem to have replaced the usual 
standards of honesty and sincerity 
with a new set of their own design- 
ing. According to these new stand- 
ards, they solemnly indorse adver- 
tisements as being truthful, when 
judged by accepted standards, they 
are obviously false and misleading. 

“Having demonstrated its inability 
to govern itself, it is only natural 
that the advertising world now faces 
the problem of governmental inter- 
vention. Under the circumstances, 
its appeals for mercy are decidedly 
amusing. 

“Until advertising men realize that 
beautiful speeches and _ high-flown 
phrases are not enough to cure a sit- 
uation which calls for drastic treat- 
ment, advertising’s prestige will con- 
tinue to sink lower and lower, with 
consequent loss in its power and ef- 
fectiveness.” 

A letter from the executive vice- 
president of one of New York’s most 
successful agencies was one of sev- 
eral that used the “you have set your 
finger” phrase. The writer contin- 
ued: 

Back to 1900? 


“I have repeatedly pointed out 
that intelligent people no longer ex- 
pect to give any attention to adver- 
tising for the one reason that adver- 
tising does not give any attention to 
them, but you very pertinently point 
out that this lack of respect is com- 
municating itself to the general 
public. 

“Certainly if advertising ridicules 
itself to the point of making itself 
ridiculous with its balloon blurbs, 
comic strips and patent medicine 
technique, it is only a matter of time 
until advertising as a business or a 
profession is thrown back to the con- 
dition it was in previous to 1900. 

“It has taken advertising a long 
while to gain caste as a profession, 
and, what is more to the point, in 
gaining caste it greatly enhanced its 
profits. Now that it is returning to 
the ways and means of ballyhoo and 
the Negro with the banjo who got up 
and amused the crowd before the 
quack doctor sold his medicine, it 
will soon begin to suffer in a loss of 
profits.” 

Among the correspondents who di- 
gressed was an advertising director 
prominent in the Association of Na- 
tional Advertisers, who added to his 
comments the observation that pub- 
lishers should follow the suggestion 
for censorship recently made by Ap- 
VERTISING Ace. After voicing accord 
with Mr. Levy’s viewpoint, he added: 


Publishers Can Help 


“For a number of years the Asso- 
ciation of National Advertisers has 
been hammering away on the broad 
queston of ‘sincerity in advertising.’ 
As you know, it is difficult to get any- 
one aroused on an intangible of this 
sort and the offenders are not will- 
ing to submit to someone else’s opin- 
ion. It has always seemed to me that 
the publishers have the situation in 
their hands if they are willing to do 
something definite about it.” 

Other typical expressions from ad- 
vertising executives of well-known 
national advertisers follow: 

“Your aggressive treatment of the 
subject has been directed along lines 
that are noticeably weak in the struc- 
ture of advertising as it exists to- 
day.” 

“Your prediction is a logical one, 
based upon a sound interpretation of 
present conditions and trends.” 

“If we could have more outspoken 
and constructive criticism of this 
kind, I am of the opinion that adver- 
tising would avoid many of the pit- 
falls which you have pointed out to 
-” < 


Apple-lax Appoints 
Apple Concentrates Corporation, 
New York, has appointed Fletcher & 
Ellis, Ine., to direct advertising of 
Apple-lax. 
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All of which prompts us to remind you--- 
Oey Tomonnow'’s CAR TODAY ANB 


WATCH AMERICA FOLLOW FORD TO TRE 
ovsTos: rome paniens 
BONNER MOTOR CO. GARRETT MOTORS, Ine. Jack ROACH 
se — — 
DAVIS MOTOR CO. JOUNSTON MOTOR CO, RAYMOND PEARSON 
ee —=— —— 


FORD V4 REVUE Beery Watments » 1. PM APEC EDM WOR! 


Texas Ford dealers refuse to be 
frightened by General Motors’ 
“knee action" front axle. This ad- 
vertisement, prepared for Texas 
dealers by J. J. Skinner Advertis- 
ing Agency, claims Ford already 
possesses the ‘far-reaching change 
in automobile design." 


Flash-O- Scope 
Spurs Holiday 
Eveready Sales 


New York, Dec. 13.—By giving an 
attachment free with each purchase 
during the holiday season, the Na- 
tional Carbon Company this year 
aims to turn each Eveready flash- 
light sold into two gifts. 

The attachment is a “flash-o- 
scope,” which, when used with the 
flashlight, projects shadow pictures 
that move. This is the second time 
Eveready flashlight has been offered 
with a premium. Last year it was a 
jig saw puzzle. 

December issues of Boys’ Life and 
American Girl carry advertise- 
ments of the flash-o-scope. This has 
been preceded by trade advertising. 

The success of the plan is being 
manifested in a big demand for the 
attachment. Dealers in many cases 
have reordered several times, ac- 
cording to an executive. 

Point of sale material includes a 
large window display illustrating 
the attachment in use. The envelope 
containing the device, knocked down, 
also was designed for display in 
windows and for counter use. 

Concerning premiums, the com- 
pany has been having good results 
with reproductions of its animal 
posters, such as the one which first 
appeared about a month ago show- 
ing a surprised child playing a flash- 
light on a mother cat. A forwarding 
charge of 10 cents is made, and in 
this case, interest ran so high that 
70,000 copies have been “sold” to 
date. 

The agency is N. W. Ayer & Son, 
Inc. 


Hughes Edits “Sun’s” 


Advertising Column 


Lawrence M. Hughes has resigned 
as news editor of Sales Management, 
New York, to conduct a column on 
national and retail advertising and 
marketing in the New York Sun. 

During the past 15 years Mr. 
Hughes has been a reporter for the 
Associated Press and the New York 
Evening Post, an agency copy writer 
and a contributor to national maga- 
zines. 


Printing Exhibit Opens 

The tenth annual exhibition, Print- 
ing for Commerce, has opened in the 
Squibb Building, New York, under 
the auspices of the American Insti- 
tute of Graphic Arts. Hours are from 
10 to 5. The exhibit closes Dec. 23. 
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ECAUSE. 
she likes its news 


and features more than those 


appearing in any other 
Chicago newspaper, 
the average woman in this market prefers 


the Chicago Tribune as a news- 


paper and as a shopping guide. Whether you check 


preference by circulation statistics, ad- 

vertising run by department stores, or by field 
surveys of reader interest, you will 

find more women read the Tribune than 

read any other Chicago newspaper. If you want 
the complete facts, a Tribune representative 


will supply them prompily. 
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McGraw-Hill Transfers 
Sutherland to East 


A. G. Sutherland, Cleveland repre- 
sentative of Food Industries and 
Chemical and Metallurgical Engineer- 
ing, has been transferred to New 
York as director of research for Food 
Industries. 

He will be replaced at Cleveland by 
Fred Grant, formerly Rochester, 
N. Y., representative of these publi- 
cations. 


John Brinsblocem Dies 


John C. Brimblecom, president and 
treasurer of the Newton Graphic 
Publishing Company, Newton, Mass., 
died this week. He had been pub- 
lisher of the Newton Graphic since 
1900, and was a past president of the 
National Editorial Association and 
the Massachusetts Press Association. 
He was 65 years old. 


B.B.B. Agrees With NRA 


The Washington Better Business 
Bureau is using full pages in all 
local papers declaring that “the Re- 
tail Code approved by President 
Roosevelt contains a rewritten sum- 
mary of those theories and princi- 
ples which the Better Business 
Bureau has been urging for years.” 


Appoints Kraff Agency 

Clara Belle Atkin Company, Minne- 
apolis, maker of Kansoil hair and 
scalp preparation, has placed its ad- 
vertising with Kraff Advertising 
Agency, Minneapolis. Magazines and 
newspapers are being used. 


Start “National Mortician” 


The Standard Business Publishing 
Company, Chicago, will start publica- 
tion of the National Mortician Feb. 
1. Milton L. Samson is editor and 
business manager and K. H. Koach 
is national advertising manager. 


Waters to Kresge 


Herbert S. Waters, formerly with 
James McCreery & Co., Arnold, Con- 
stable & Co., and other department 
stores, has been appointed director 
of sales and publicity of Kresge De- 
partment store, Newark, N. J. 


U.S. DRIVES FOR 
CODES FOR ALL 
LIQUOR GROUPS 


States Still in Throes of 
Lawmaking 


Washington, D. C., Dec. 14.—With 
the government driving ahead with 
codes and marketing agreements for 
distillers, importers, wholesalers, 
rectifiers, brewers and others, it be- 
came increasingly evident this week 
that complete federal control of all 
branches of the alcoholic beverage 
industry, for the present at least, is 
the aim of the administration. 

Prof. R. G. Tugwell, assistant 
secretary of agriculture, is making 
no secret of his desire to establish 
complete governmental control of 
this industry, and has asserted that 
unless the government exercises con- 
trol, “America’s inability to learn 
from experience” is glaringly evi- 
dent. 

All of the codes for the various 
branches of the liquor industry fol- 
low closely that laid down for the 
distillers, particularly with respect 
to the so-called “Tugwell provisions” 
affecting distribution and advertis- 
ing which are incorporated in that 
code. 

A further indication of the govern- 
ment’s attitude toward the handling 
of liquor is given in the bill, de- 
signed to be a model for municipali- 
ties, which will be introduced in con- 
gress to govern the industry in this 
city. 

Following the general provisions 
of the liquor codes closely, this bill 
contains one distinctive provision 
(Section 39) which declares: 

“No sign of any kind, painted, 
printed or electric, advertising any 


LIFE BEGINS AT FORTY, 
IF --- 


The good Doctor Pitkin’s vol- 
& ume entitled “Life Begins at 
Forty” has been in the non-fiction 
best seller list for more than a 
year. It’s been there because there 
are many, many middle-age folks 
who are keenly interested to know 
just exactly what this so-called vale 
of tears does hold for them when 
they had tolled off forty annums. 
And the Dr. Pitkin’s robust little 
book gives them more than their 
money's worth. 


Right in line with its editorial pol- 
icy of dealing with live personal 
problems, Physical Culture carries 
a feature article in the January 
issue by Wainwright Evans which 
aptly supplements Dr. Pitkin’s con- 
structive conclusions and contains 
further informative advice to those 
who know what’s what after forty. 
The caption of Mr. Evan’s screed 
is “Life Begins at Forty, If—”. 


The “ifs,” as Mr. Evans pertinently 
points out, are many. Unless you 
direct your attention to that most 
personal of all personal problems, 
namely, health, your life is likely 
to be about ended at forty instead 
of beginning. Among his recom- 
mendations are right food, right 
exercise, right control of the mind, 
conservation of physical energies 
by use of the brain and stimulating 
work. All practical and sage 
recommendations. 


“Life Begins at Forty, If—” is 
certain to command a thorough 
reading among the more than a 
quarter of a million substantial 
families who regularly read Physi- 
cal Culture, the Personal Problem 
Magazine. It deals with a vital 
personal problem which nearly 
everybody is always interested in, 
especially those, in this particular 
case, who are approaching or have 
passed forty birthdays. Further- 
more, Physical Culture readers are 
roblem-minded; that is why they 
uy this magazine. Its contents 


every month carry authoritative 
articles containing answers to all 
sorts and kinds of problems deal- 
ing with human and family rela- 
tionships. 


Besides, this Evans’ article, there 
are many other features in the Jan- 
uary issue which discuss a variety 
of problems affecting domestic and 
social life. Among them are 
“What I Think of My Boss’ Wife” 
told anonymously by a private sec- 
retary, “Divorce—My Big Mistake,” 
“I Married a Younger Man,” “Are 
You Jealous,” by that radio celeb- 
rity, “The Voice of Experience,” 
and “My Child Won’t Play with 
Other Children.” 


Such an array of features would 
only appeal to those who are look- 
ing for advice. And the more than 
a quarter of a million modern 
Physical Culture families are con- 
tinually seeking advice not only 
in the editorial pages but in the 
advertising pages too. That’s why 
Physical Culture, more than any 
other magazine today, has that 
plus asset for advertisers of cer- 
tain products, namely, the “right 
ad-atmosphere.” Those certain 
products are any which can be 
used profitably by more than a 
quarter of a million substantial 
families. 


m4 


AN ADVERTISEMENT FOR PHYSICAL CULTURE, THE PERSONAL PROBLEM MAGAZINE 


ONE MORE DOUBLE-PURPOSE CONTAINER 


for retailers’ display and delivery 


To merchandise repeal beverages, Lily-Tulip Cup Corporation has 
developed this combination inner shipping carton and icing bucket 


use and for home, hotel and club 


service, 


brand of spirits or wines shall be 
permitted on the exterior or interior 
of said licensed premises. No other 
sign shall be permitted on the li- 
censed premises except by permis- 
sion of the board first obtained.” 

Another provision declares that li- 
censees must file a complete list of 
all the various brands of liquors and 
wine to be sold, and may not add 
other brands until a supplemental 
list containing the names of these 
brands shall be filed. 


Michigan Brighter 


Detroit, Mich., Dec. 14.—The liq- 
uor advertising outlook for Detroit 
newspapers took on a brighter hue 
this week, when the local press car- 
ried a considerable volume of ad- 
vertising of foreign wineries and dis- 
tilleries announcing appointments of 
United States distributors. 
Advertising of domestic concerns, 
however, was still delayed by lack 
of definite action of the legislature 
upon the state liquor control bill. 


Oregon Gets Law 


Portland, Ore., Dec. 14.—Liquor 
may again be sold in Oregon with 
the passage of the Knox state liquor 
store bill Dec. 9, the closing day of 
the state legislative session. On 
Monday of this week most of the 
dailies in the state, and particularly 
the three Portland papers, were 
flooded with liquor advertising. 

Local grocery stores and drug 
stores which took out city licenses 
Saturday, immediately following 
passage of the state law, reported 
their stock of gin and whisky badly 
depleted by the weekend stampede. 


Gets First Copy 


Indianapolis, Ind., Dec. 14.—Ad- 
vertising of distillers and distribu- 
tors broke in Indianapolis this week 
with almost identical announce- 
ments by 13 Scotch and one Irish 
distillers of the appointments of 
United States distributors in Mon- 
day’s papers. Previously, brewers 
had been the only repeal advertisers. 

Each advertisement carried the 
following notice: 

“Orders will be accepted from the 
trade for shipment of the above 
brand to states where and when the 
sale of liquor is legal, subject to im- 
port quotas.” 


Set Standard Phrase 


New York, Dec. 14.—George C. Lu- 
cas, executive secretary, National 
Publishers Association, yesterday ad- 
vised members of that group that the 
special N. P. A. liquor advertising 
committee has urged that all liquor 
advertising should carry this nota- 
tion: 


“This advertisement is not in- 


tended to offer alcoholic beverages 
for sale or delivery in any state or 
community wherein the sale or use 
thereof is unlawful.” 

The committee pointed out that 
while this phrase has no official 
standing, it would be worth while 
“as a matter of precaution and as a 
gesture of good will where copies 
might reach territory whose laws 
forbid solicitation of orders. 

Mr. Lucas’ bulletin also contained 
the following quotation from a letter 
written by the assistant attorney 
general of Maryland: 


No Maryland Restrictions 


“The ‘Maryland Alcoholic Bever- 
age Act’ which became effective Dec. 
5 does not contain any prohibition 
against the advertisement of alco- 
holic beverages, although there is a 
provision forbidding the direct solic- 
iting of sales by employes or agents, 
of any retail dealers except at the 
licensed place of business. The 
Maryland act is applicable through- 
out the State of Maryland except in 
the following counties which are ex- 
empt from the provisions of the act: 
Garrett, Queen Anne, Harford, St. 
Mary’s, Allegany’s and Caroline. 

“I have examined the existing lo- 
cal laws in these counties and find 
nothing therein to prohibit the dis- 
tribution of advertising matter 
through the mails. I may say, how- 
ever, that it is possible additional 
local legislation may be adopted in 
those counties by the legislature 
which is now in session.” 

It thus becomes possible to add the 
entire state of Maryland to the ter- 
ritory into which liquor advertising 
may be sent. 

The N. P. A. bulletin also pointed 
out that there is nothing in United 
States postal regulations to prohibit 
the mailing of liquor advertisements 
into Canada. 


Hiram Walker Starts 


Detroit, Mich., Dec. 15.—Hiram 
Walker & Sons, Inc., used space rang- 
ing downward from full pages in 
newspapers in selected cities yester- 
day and today to announce an ag- 
gressive bid for United States busi- 
ness. 

Calling itself “an American insti- 
tution,” and featuring a drawing of 
the $4,000,000 distillery which the 
company is now building 4n Peoria, 
Ill., the Walker organization made 
no direct bid for sales, but devoted 
its copy to building general good 
will. 


Walter Craig Starts 
Own Radio Service 


Walter Craig, for the past three 
years program director of World 
Broadcasting System, has resigned 
to launch an independent radio pro- 
gram production service. 

For the present he will maintain 
offices at 1 University Place, New 
York. The telephone is GRamercy 
7-4999. 


Harkness Succeeds Harlan 


at A. Schilling & Co. 


Frank V. Harkness, formerly Cali- 
fornia sales representative of Ed- 
wards & Deutsch Lithographing Com- 
pany, Chicago, and at one time 
with Sun-Maid Raisin Growers, on 
Jan. 1 will become advertising mana- 
ger of A. Schilling & Co., San Fran- 
cisco. 

He replaces M. E. Harlan, head of 
the advertising agency which handles 
the company’s account, who has acted 
as Schilling’s advertising manager 
for several years. The Harlan 
agency will continue to direct the 
company’s advertising. 


Central Shoe 


Launches Campaign 


The Central Shoe Company, St. 
Louis, maker of Robin Hood and 
Gold Standard Shoes, has. ap- 
pointed Jimm Daugherty, Inc., St. 
Louis, to handle its advertising. 

A radio program featuring the ad- 
ventures of Robin Hood in Sherwood 
Forest has been released in mid- 
western cities. Posters, magazines, 
newspapers, trade papers, direct 
mail and store displays are also be- 
ing used. 


Castagnola, St. John 


Receive Promotions 
Salvatore Castagnola, formerly ad- 
vertising manager of the Lionel 
Corporation, New York, has been 
elected vice-president in charge of 
sales and sales promotion. 

Archer A. St. John, formerly as- 
sistant, has been appointed advertis- 
ing manager. Arthur Raphael has 
been placed in charge of territorial 
sales activities as field manager. 


Ogden Club Starts 


The Ogden, Utah, Advertising Club 
has been organized by William G. 
King, senior vice-president of P. A. 
C. A. and former president of the 
Salt Lake City Club. 


Pencil Firm Appoints 
The American Lead Pencil Com- 
pany, Hoboken, N. J., maker of Venus 
and Velvet brands, has appointed 
Mark O’Dea & Co., New York. 


THE 
SOUTHERN 
CULTIVATOR 


(The South’s oldest farm paper) 


Appoints the South's oldest 
Publishers’ Representatives 


JACOBS LIST 


These two well known institu- 
tions, long since accepted in 
Southern advertising have 
joined forces to tell the adver- 
tising world of the exceptional 
opportunities now offered for 
the stimulation of sales in the 
relatively prosperous agricul- 
tural small towns and rural 
sections of the South. 


The Cultivator, monthly guar- 
anteed circulation of 70,000 
enters, under the progressive 
management of Messrs. Clark 
Howell Sr. and Jr., and with 
a most capable editorial staff, 
into a promising new era of 
service to Southern agricul- 
ture. 


There is a new day and a new 
deal for the Southern farmer. 
The Cultivator leads the way 
with a new program. 


JACOBS LIST, Inc. 


Home Office: Clinton, S. C. 


Division Offices: 
New York, N. Y. Kansas City, Mo. 
E. L. Gould, Manager Geo. F. Dillon, Man- 


Room 2324 ager 
500 National Fidelity 
551 Fifth Avenue Life Bldg. 


Chicago, Ml. Asheville, N. C. 
W. BR. Sperry, Manager G. H. Ligon, Manager 
1712 Estes Avenue 421 Biltmore Avenue 
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ADVERTISING AGE 


but let’s not spend money on opmion . 


“Certain magazines appeal to me, 
but I’m not trying to sell myself. 
When I spend cold hard cash for 
advertising I want to know that I’m 
reaching a lot of people with money 
to spend ... and that I’m doing it 
economically. Fortunately, the facts 
are available. Let’s use them.” 


WE have long suspected THE LITERARY 
Dicest to be the best advertising buy 
available to advertisers. Now we know it. 
If you seek advertising facts* on which to 
base your 1934 expenditures, buy and read 
Dr. Starch’s report on media effectiveness. 


The 1,000,000 reader-families of THE LrTER- 
ARY DiGEsT have money to spend now. 205,- 
000 of them have annual incomes of $5000 
or better. 567,000 of these Digest readers 
have annual incomes of $3000 or better — 
even today. No other magazine of compa- 
rable circulation approaches these figures! 


They are good, sound substantial folks, these 


1,000,000 reader-families of THE LITERARY 
Dicest — folks who spend their money on 
cars, homes, investments, travel — on the 
products and services, in short, that you are 
trying to sell, and they are buying now. 


They are the kind of people who exert 
telling influence on the buying of others: 
27.9% of the 1,222,303 men who read the 
Digest, and 10% of the 1,084,951 women, 


What $1.00 Buys 


Number of page advertise- 
ments delivered 
for every dollar spent 


in The Literary Digest 420 pages 
in The Saturday 


Evening Post * 380 pages 
in Cosmopolitan ** 370 pages 
in Time ** 270 pages 


*Larger page size than the Digest’s 


**Smaller page size than the Digest's 


' Gentlemen, \ 


I, too, like the magazines you suggest 
. . Let’s use the FACTS!” 


are engaged in the professions; 26% of the 
men, and 3.4% of the women, are executives 


and proprietors ... a resounding chorus of 
804,204 voices to have singing the praises 
of your product .. . a total of influential 


readers exceeding the combined total circu- 
lations of Time, Fortune, Business Week, and 
News-Week. 


And you can reach this tremendous market, 
this powerful “monied million,” economi- 
cally — for the Digest has a very low cost 
per page per 1000 readers per $1000 income. 


If you need assurance that your advertising 
will be seen and read, the Digest has a low 
cost for visibility per 1000 readers per $1000 
income, and a low cost for advertising “read 
most” per 1000 persons per $1000 income. 


If you need assurance that Digest readers 
respond to advertising, please write us for re- 
ports of the result surveys conducted in con- 
junction with four advertisers this year. THE 
LITERARY DIGEST, 354 Fourth Avenue, N. Y. 
* The figures in this advertisement — accurate, reliable, 
unbiased — are based on personal interviews with the 


readers of 60,000 magazines over a twelve months’ period 
in a survey conducted by Dr. Daniel Starch. 


Talk to the MONIED MILLION for t/;¢ apiece in 


The Literary Digest 
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ADVERTISING: AGE 


RCA PLAN IS TO 
STIR DISCONTENT 
OF RADIO OWNERS 


Too Many '‘Satisfied”’ Users, 


Company Believes 


New York, Dec. 14.—The “Three 
Radio Sales Opportunities” program 
developed by RCA Radiotron Com 
pany, Inc., to aid its dealers has been 
the most successful ever undertaken 
by the firm, according to an official. 

It was built with three aims: to 
sell replacement radio receiving sets, 
to sell repair and maintenance serv- 
ice and to increase the sale of radio! 
tubes. The premise upon which the) 
campaign is based is summarized in 
the following paragraph from the 
plan book: 

“In a land where people like good 
things, the radio industry offers the 
public an exotic banquet and the 
public chooses to order a ham sand- 
wich! That is tragedy, cutting like a 
two-edged sword at the public, which 
obtains only a poor sample of the 
radio joys offered it, and at the radio 
industry, which is deprived of the 
profitable sales volume which should 
be its portion.” 


Uses Newspapers and Magazines 


This point of sale program is sup- 
ported by the firm’s newspaper ad- 
vertising in 195 key markets and in 
magazines, including the Saturday 
Evening Post, Collier's, Liberty, Lit- 


erary Digest. Redbook, Popular 
Science, Radio Craft, Radio Stars. 
Radio Mirror. Radio News, Cosmo- 


politan, American Magazine, National 
Geographic Magazine, American Boy, 
and the New Yorker. 

The first step in the dealer tie-up. 
is installation of a window display in 
which the Cunningham-Radiotron 
“studio party” poster caricaturing 


LOOK WHO'S HERE! 


ae 


BOW BEER SOLD 


— 


tea td 


y peclnaheeleraterswnetirahe woth Vers corer wae 
a) Sere oe pene tee Thane ae Rave i + hewn tem ME FY be 


ARROW HICH PROOF BEER 


MELLOWED BY NATURE @ STRENGTHENED BY REPEAL 


Even old man prohibition can't re- 
sist Arrow beer, this large size 
newspaper copy prepared by 
Joseph Katz Company, Baltimore, 
indicates. A poster of the same 

type is also being used. 


| leading radio entertainers takes a 


central position. The caricatures 
are unnamed, and the identifying 


key is available in the store. It has 
been successful in the past few weeks 
in definitely giving the dealer the op- 
portunity of discussing radio needs 


| with more people. 


Inside the store, the prospect is 
handed a radio tours map, which is 
explained and demonstrated on one 
of the dealer’s latest model radios. 
His tube testing equipment is ther 


| explained, the prospect’s name and 


address is taken and a tube carrying 
case given with an invitation to 


{make use of the free tube testing 


service. 

The third step consists of a direct 
mail campaign and the fourth is 
house-to-house selling, using the 
radio tours map as a door opener. 


Too Many Are Satisfied 


Several hundred thousand copies 
of the radio tours maps have been 
distributed. They are more than 


A DAILY 


NEWSPAPER FOR THE HOME 


Announcing... 


‘“‘The Wide Horizon’’ 


OF THE CHRISTIAN SCIENCE MONITOR 


First issue of this new weekly 
magazine section, January 3, 1934. 
To be published thereafter as a 
part of every regular Wednesday 
issue of the Monitor. A_ brief, 
readable and authoritative survey 
of world events. For information 
regarding rates, mechanical _re- 
quirements and other details apply 
to any Monitor advertising office. 


THE 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 


Branch Offices: 


New York, Detroit, 
San Francisco, Los Angeles, Seattle, Miami . . 


Boston, Massachusetts 


Chicago, St. Louis, Kansas City, 


. . London, Paris, Berlin, Florence 


mere maps, or logs, for they are ac- 
companied by a radio performance 
“yardstick” which indicates whether 
the prospect’s radio is giving excel- 
lent, good, fair or poor performance, 
according to the zone which it can 
bring in. 

The tours are featured in the 
magazine advertising and also were 
featured on the Radiotron radio pro- 
gram. On this point, the company 
took cognizance of the fact that as 
long as listeners are satisfied with 
distorted tone and local stations they 
do not need good sets, tubes and an- 
tenna systems, and non-critical set 
owners afford no sales opportunities. 

The “yardstick” has been success- 
ful in making many users more crit- 
ical of their old sets. Dealers are re- 
porting upturns in tube and service 
sales as well as sales of new and 
more perfect receiving sets for re 
placement purposes. 

Permeating the campaign is a slo- 
gan: “Radio suffers from too many 
satisfied customers.” 

Lord & Thomas created the plan. 


Curved Razor 
Blade Holder 
Is Introduced 


Chicago, Dec. 14.—Debette, a curved 
razor blade holder for use of women 
in removing the hair from out of the 
way spots, is being introduced in 
Chicago through George J. Kirkgas- 
ser & Co. Any standard double-edge 
blade may be used with “debette,” 
which uses lowercase throughout in 
advertising its name. 

Stores carrying the new holder are 
listed in the 1,000-line copy used in 
the Chicago Daily News. Distribu- 
tion was secured without difficulty 
on the strength of the newspaper 
advertising. 

“Debette” is made in a variety of 
colors to match any shade affected 
by. the user. A secondary use i 
trimming corns, safety of this opera- 
tion being emphasized. 

Copy will probably be extended to 
the south and east after the first of 
the year. 


th 


General American Life 
Has Publicity Department 


The General American Life Insur- 
ance Company, St. Louis, has pur- 
chased the assets of the Missouri 
State Life Insurance Company, and 
is occupying the latter’s quarters at 
1501 Locust St. 

A new department of publicity has 
been installed under the supervision 
of Walter W. Head, president. 
Douglas J. Murphey will be director 
of publicity, and will be assisted by 
Eugene D. Rich. 


Scott Perkins Gets 


Three New Accounts 


Scott Perkins & Associates, new 
San Francisco agency at 604 Mission 
St., has been appointed by Canine 
Food Company, Pacific Northwest, 
and Peppy Products Company. 

The first-named company will use 
radio, the second, display in Florida, 
Nevada, Arizona and Colorado, and 
the third, radio. 


Old dournel Revived 


The Brewers Journal, St. Louis, has 
been revived with L. D. Wood as 
editor, and Burdette Phillips of 
Cleveland, Harold W. Haskett of In- 
dianapolis, and A. C. Kretschmar of 
Boston, as advertising representa- 
tives. Offices are in the Silk Ex- 
change Bldg. 


To “Beverage Retailer” 


George P. Grant, formerly with the 
Pittsburgh Post and New York man- 
ager for Steel Publications, Inc., has 
joined the advertising staff of the 
Beverage Retailer, New York. 


K. C. Agency Moves 


The Potts-Turnbull Advertising 
Company, Kansas City, will move 
Jan. 1 to new and larger space in 
the Carbide & Carbon Bldg. 


Publisher to Kraff 


Augsburg Publishing House, Min- 
neapolis, has appointed Kraff Adver- 
tising Agency, Minneapolis. News- 
papers are being used. 


LORD'S CRUISE 
DEVELOPS INTO 
TRIUMPHAL TOUR 


Frigidaire Officials Go to 
Boston to Take Look 


(Picture on Page 28) 


Boston, Mass., Dec. 14.—Believing 
that reports of the sensation created 
by Phillips Lord and his two-year 
cruise were somewhat exaggerated, a 
party of Frigidaire and Geyer Com- 
pany experts came to Boston for a 
first-hand view. They returned to 
Dayton completely satisfied with 
their investment. 

The interest of the Frigidaire ex- 
ecutives is explained by the fact that 
they will sponsor a broadcast every 
Tuesday night as long as Lord, the 
Seth Parker of radio, is in American 
waters. They are now considering 
extending the contract to cover short- 
wave broadcasts from South America. 

Others who are participating and 
running tie-in advertising include 
Burnham & Morrill Company, RCA- 
Victor Company, Westinghouse Elec- 
tric & Mfg. Company, Old Town 
Woolen Mills, Delaware, Lackawanna 
& Western Coal Company, Poland 
Spring Company, Portland Stove 
Foundry and Ault-Williamson Shoe 
Company. All have displays on 
board Lord’s boat. 

Here is what the Frigidaire group 
saw and heard: 


In Portland, Me., a state holiday 
was declared by proclamation of Gov- 
ernor Brann the day Lord cast off. 
A special train brought the state leg- 
islature from Augusta, and the states- 
men consented to sing at the broad- 
cast over an NBC network. A special 
section was issued by the Portland 
Evening News. Several advertise- 
ments were paid for by citizens of 
Ellsworth and Jonesport, Me., these 
municipalities being mentioned in the 
Seth Parker program. 

In Boston, crowds waited for sev- 
eral hours, in spite of bitter cold. 
Couples predominated and a large 
white-collar turnout was noted among 
the 40,000 visitors. Admission was 
by tickets available at Frigidaire 
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NEW PACKAGES FOR NEWLY LEGALIZED PRODUCT 7 


Attractive new containers for Dixie Belle Gin, a Continental Distilling 
Company product. Among the unusual features are the Durez caps, 
replacing the traditional cork. 


dealers. Harbor salutes were given 
and the mayor spoke. 

Among those making the jaunt 
from Dayton were E. G. Biechler, 
president and general manager; H. 
W. Newell, vice-president in charge 
of sales; E. R. Godfrey, vice-presi- 
dent in charge of manufacturing; 
Earl D. Doty, advertising manager; 
James W. Irwin, publicity director; 
Max W. Hill, publicity staff; B. B. 
Geyer, president of the Geyer Com- 
pany, and Harry P. Vieth, vice-presi- 
dent. 


Five to Don Watts 


Texaco Salt Products Company, 
Omar Refining Company, Tulsa Oil 
Thief Company, Progressive Brass 
Company, and the Bandwagon have 
appointed Don Watts, Tulsa, Okla., 
to handle their advertising. 


“Mail,” Not “Express” 


The Chas. H. Eddy Company has 
been appointed to represent the 
Halifax, N. S., Herald and Mail, not 
the Herald and Erpress, as was er- 
roneously reported recently. 


Read Is Advanced 


Ingraham Read, for two years with 
the San Francisco office of Paul 
Block and Associates, newspaper 
representatives, has been made 
manager of that office. 


The 


RECORD 


According to Dodge Reports each 
month, all Architects receiving 
awards of $50,000 and over are 
readers of the ARCHITECTURAL 
RECORD. 
Such an active market can be 
guaranteed each month, only by 
The RECORD. 

The 

ARCHITECTURAL RECORD 


119 West 40th Street, New York 
Division of F. W. Dodge Corporatian 
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are works of Fiction,” said 
Robert Louis Stevenson. 
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“The most 
influential books and 
the truest in their influence 


iter, 
history 

1 become one uf 

7 the wor, 


“They re-arrange, they 
repeat, they clarify the 
lessons of life” 


| * “THE MOTHER,” by Pearl Buck, 
millions of present day Cosmopolitan readers find this 
to be true. They are stirred by the same kind of emo- 
tional stimulus that their forbears found in the adven- 
tures of Eliza in another work of great fiction—“Uncle 
Tom’s Cabin.” 

All great stories stir some of the basic emotions— 
those forces of ambition or love or desire that move 
men and women and so move the world. 

For nearly fifty years Cosmopolitan has furnished 
millions of intelligent families with great stories—the 
work of such literary giants as Robert Louis Stevenson, 
Rudyard Kipling, Jack London, Ring Lardner, Edna 
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Ferber, Somerset Maugham, Warwick Deeping and 
Louis Bromfield. 


All magazines today admit the power of fiction as 
a circulation builder, but Cosmopolitan was the first to 
insist that GREAT FICTION does a far more selective 
and discriminating job. 

GREAT FICTION (from which will,come that select 
minority of novels and stories that tomorrow’s judgment 
will call literature) isolates those particular readers who 
respond to the editorial stimulus. In terms of a new car, 
or a new refrigerator, or new clothes or a trip to new 
places, they have been found to respond with like 
eagerness to the advertising stimulus. 


This understanding spreading surely among advertisers 


and agency executives is responsible for Cosmopolitan’s 


1933 gain in revenue and display lineage over 1932. 
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ADVERTISING AGE 


December 16, 1933 


“REVOLUTIONARY” 
CAR IS CHRYSLER.’ 


1934 SALES BID 


Four Mediums to Carry Ex- 
panded Campaign me 


Detroit, Mich., Dec. 14.—Walter P. 
Chrysler, who displayed at the New 
York auto show ten years ago the 
first car bearing his name, will come 
to the Gotham exhibit this year with 
a revolutionary automobile to mark 
the anniversary, and will employ an 
advertising program of proportions 
greatly enlarged over that of last 
year to tell the country about it. 

Magazines, newspapers, outdoor and 
radio will herald the new “Airflow” 
Chrysler to consumers, and an ex- 
tensive list of trade publications will 
tell the story to dealers. A special 
issue of Automobile Topics, Dec. 30, 
with an insert planned to run ap 
proximately 50 pages, will fire the 
official salute. 

In the new model there will be an 
entirely new distribution of weights, 
a new location for the engine, a new 


location for passengers, the body and | 
frame will be one, and the action of | 


the front springs will be independent 
from those of the rear, according to 
advance information given by offi- 
cials. 


Teaser Campaign Begun 


A well-geared _interest-building 
teaser and publicity campaign has 


already gotten under way to prime) 


the public for the announcement. A 
1934 Chrysler has been hidden in an 


engineering camp in the woods of, 


northern Michigan. Famous writers, 
artists and stylists, such as Norman 
Bel Geddes, Alexander Woollcott, 
Carolyn Edmonson and Grantland 


Rice have been taken to the scene| 
of the “mystery car,” and from West | 


Branch, Mich., are coming glowing 
press reports under the names of 


NOTED CRITIC WAXES ENTHUSIASTIC 


Alexander Wollcott affectionately patting a new Chrysler, as he ap- 


pears in reer 
Raphael G. Wolff o 


advertising. This photograph is the work of 
Wolff & Cooley Studios, Chicago, who made 


many of the Mustrations for the « new ¥ compelgn. 


these personages telling about the 
“secret” new Chrysler. 

The teaser campaign, now running 
in Saturday Evening Post, Collier's, 
New Yorker and Time, and which 
will be continued until the week of 
the Auto Show, also is built around 
these personalities. This week, for 
example, Mr. Woollcott is shown re- 
clining in the back seat of the new 
ear, reading a book, while “the car 
took a dirt trail at 70.” 

A facsimile of a piece of writing 
which the noted critic-playwright did 
while the car was traveling at 60 and 
65 miles an hour is also reproduced. 


Tell of New Car 


After describing his bumpy journey 
“away up a road so primitive that 
I have seen its like only in the Ar- 
gonne during the World War,” in 
an “old-fashioned” automobile, Mr. 
Woollcott tells of his ride in the new 
Chrysler. 

“Though we went at 65 miles an 


It's simply this 


SHE LIVES A DIFFERENT 
KIND OF LIFE 


HE small town woman’s 

life is bound up in home- 
making and community-mak- 
ing. She is a substantial lead- 
er in small town life. She 
knows personally the mayor, 
the school board members, 
and her councilman, as well 
as the groceryman, the drug- 
gist, and the constable. Her 
life is full of home and its 
comforts and conveniences. 
She does more of her own 
sewing, cleaning, preserving. 
baking than the city woman. 
She craves everything that 
can make a home a finer 
place in which to live. 


Though her life is not exotic, 
she is never bored. She has 
little idle time for daily 
rounds of bridge. teas and all 
night parties. 


Urban magazines are edited 
to suit the versatile, irregular 
life of the city woman. The 
small town woman’s life is 
different and it is natural she 
should read a different kind 
of magazine. HOUSEHOLD 
is that magazine. Look at it 
and use it as a road leading 
to an entirely different group 
of women—typical home 
women. 


IF YOU SELL THROUGH WHOLESALERS, 
YOU HAVE SMALL TOWN DISTRIBUTION 


hour,” he declares, “for all the ° jolt- 
ing I might as well have been riding 
on asphalt of purest ray serene.” 

“It’s the world’s first sensible 
motor car,” concludes Mr. Woollcott. 

Lee Anderson Advertising Com- 
pany, Chrysler agency, affirms that 
all the notables to be featured in the 
teasers actually visited the Chrysler 
hideout. 

On Dec. 15 Chrysler will return to 
the use of outdoor boards, after a 
year’s absence from that medium. 
Posters, tying in with the tone of the 
magazine teasers, will go up on that 
date in 295 cities covering distribu- 
tor and major dealer points. On Jan. 
1 there will be a reposting, with copy 
giving some details of the car. 

First definite discussion of the new 
model, with engineering and style 
details given, will appear in the Jan. 
6 issue of the Post, and the following 
week pictures of the car will be re- 
vealed. Later in January, Liberty 
will be added to the list of weeklies, 
and still later a comprehensive sched- 
ule of monthly and class magazines 
will be employed. Both color and 
black and white will be used for the 
announcement advertisements. 


Newspapers and Radio Added 


Announcement copy will be built 
around the “Tenth Anniversary” 
theme. 

Use of newspapers will start the 
week of the New York show, when 
prices are announced through this 
medium. 

On Jan. 7, a novel radio program, 
“New York Goes to the Auto Show,” 
employing an imposing array of tal- 
ent, including 15 radio stars, five 
dance orchestras, all the personali- 
ties involved in the teaser campaign, 
and Mr. Woollcott as master of cere- 
monies, will be broadcast over the 
Columbia chain. The gala program 
will present a parade of well-known 
New Yorkers, and, without resorting 
to regular “commercials,” will stress, 
through the mouths of the notables, 
reactions of smart New Yorkers to 
the new Chryslers. 

Dealers will supplement the com- 
pany program with mailed invita- 
tions to showings. 

Trade publications to be used, 
starting in January, besides Automo- 
bile Topics, include Motor, Radco 
Automotive Review, Southern Auto- 
motive Journal, Automobile Trade 
Journal and Automotive Daily News. 

Coincident with announcement of 
plans for the 1934 campaign, it was 
revealed that Dan S. Eddins, former 
president and general manager of 
Olds Motor Works, has been ap- 
pointed to the executive staff of the 
Chrysler Corporation. He is ex- 
pected to play an important role in 
shaping the company’s program for 
the new year. 


Franklin Webster Dies 


Franklin Webster, president of the 
Insurance Press, New York, died at 
Brattleboro, Vt., Dec. 7. Mr. Web: 
ster established ‘and published Insur- 
ance Engineering, which later became 
Safety Engineering, and Industrial 
Insurance. 


Getting Personal 


Walter P. Chrysler is not afraid of liquor competition or any other 
kind. He fought for repeal as a member of the Crusaders and con- 


tributed substantially to the organization’s war chest.. 


better to study the common people 


, took up pitching horse shoes. 


.Bill Esty, the 
Now 


it’s his favorite sport and he is very good at it.. 


Roy Spreter’s painting for the December cover of Woman’s Home 
Companion was modeled by Keren Ellington, four-year-old daughter of 


Jesse Ellington, Mathes v. p.. 


..-Harry Johnson, of Ballyhoo, insists he 


is being trailed by a nudist colony which wants to advertise on a 


due-bill arrangement... 


Ken Jewett, Esty writer and radio director, is the author of “North 
of Broadway,” a play about theatrical people which opens on Broadway 


next week after a successful trial on the road. 


.-Phil Cleland, promis- 


ing junior executive at Ayer’s New York office, left this week on his 


first business trip to the coast... 


Richard C. Harrison, president of the White Rock Mineral Springs 


Company, doesn’t like to be disturbed at sunset. 
view from his luxurious office on an upper floor at 500 Fifth. 


Cross, youthful Ayer writer and 
Three Musketeers” 


and other program successes, 


He has a marvelous 
..Joe 
radio author, who produces “The 
is also an inventor. 


He has set up a complete wood and metal working plant in a New York 
hotel room, where he labors alternately at typewriter and work bench... 


The stork left a baby girl, Helen, at Jim Maloney’s house Thanks- 


giving day...Lew Brownell, 


Esty production manager, is working a 


little harder now that a new son has increased his family to four... 


Helen Farrell, 
without her appendix. 
esting. . 
latest literary gossip... 

Ed Hennen, Erwin Wasey 
stamps. 
Les Rounds, of the same agency, 
model ships.. 


Erwin Wasey secretary, has returned to her office 
She looks a trifle pale, but not a bit less inter- 
. Bill Metzger, Royal typewriter advertising boss, is up on the 


account executive, collects postage 
“So do President Roosevelt and King George,” he says... 


hurries home at night to cut out 


-Dorothy Jones, who did the drawings for the Lees of 


Galashiels tweed book and a lot of other clever stuff, is now Mrs. Allen 


(Bud—General Foods) Royse. 
Third Ave. 


They’re housekeeping at 46th St. and 


F. A. Orth, who handles advertising of Federal Electric Company, 
Chicago, is one of the latest additions to the staff of Colonels serving 


Gov. 


Ruby Laffoon of Kentucky. . 


. Homer McKee, agency head, is 


back at his desk after several days spent in Chi’s Presbyterian Hos- 
pital, getting over a case of acute indigestion. . . 


16 Governors 


Take Air for 
Cheese Week 


Plymouth, Wis., Dec. 14.—With the 
National Cheese Institute, of this 
city, directing promotion, National 
Cheese Week was celebrated Dec. 
11-16, with no fewer than sixteen 
state governors issuing official procla: 
mations via radio. 

Most of the advertising of Cheese 
Week centered in Chicago, where 
many of the industry’s largest manu- 
facturers are located. Kraft-Phenix 
Cheese Company presented Governor 
Pinchot last week on its Thursday 
radio program, following up this 
week with Senator Arthur Capper. 

Armour & Co., Chicago, featured 
Governor Schmedeman of Wisconsin, 
last week on its regular radio pro- 
gram. 

Dealer aids were another important 
feature of advertising for National 
Cheese Week, Dairymen’s League Co- 
Operative Association distributing a 
large number of door hangers, among 
other helps. Many chain stores gave 
cheese a prominent place in their 
newspaper advertising during the 
week, stressing the campaign slogan, 
“Serve Cheese and serve the nation.” 

Consumption of cheese in the 
United States is estimated at only 
4.7 pounds per year per person, in 
contrast with the 23 pounds con- 
sumed in Switzerland. While re- 
turn of beer has helped the cheese 
industry, National Cheese Week is 
expected to give further stimulus to 
sales. 


Two Join Schlitz 
Advertising Department 


F. S. Branstrader, who was for 
many years with General Outdoor 
Advertising Company, has joined the 
Schlitz Brewing Company, Milwau- 
kee, in charge of commercial outdoor 
advertising. 

Tom Foley has been appointed 
sales promotion manager for Schlitz. 


Have Co-op Sales Drive 


The General Electric Company and 
the Russ Soda Fountain Company, 
Cleveland, are cooperating in a sales 
campaign whereby all mechanically 
refrigerated Russ bars will be dis- 
tributed by G-E refrigeration dealers. 
The new beer dispensing equipment 
combines the G-E refrigeration 
equipment and the Russ mechanical 
line. 


Now 3 5 Misnsion 
Cards Developed 


New York, Dec. 14.—Ad Art Craft, 
Inc., 460 W. 34th St., maker of dis- 
play material, has developed a new 
type of embossed fibrous cardboard 
for use in giving car cards a “third 
dimension” effect. 

According to the company, it is 
possible with this new product to 
reproduce a wide variety of prod- 
ucts, such as soaps, candies, fruits, 
vegetables, cigars, etce., in their 
natural colors and shapes, in such a 
manner that they protrude from the 
front of the card and give the im- 
pression of an actual display of the 
merchandise in question. 

The embossed reproductions are 
mounted on the card from the rear, 
so that no sharp edges protrude, and 
so that they may not be pulled out 
of the card from the front. 

The cost of the embossed repro- 
ductions, in natural colors, varies 
for each type of object to be repro- 
duced, but is said to range between 
five and ten cents a piece. 


Prominent Men Join 
Sales Executive Club 


Lee H. Bristol, vice-president, Bris- 
tol-Myers Co.; Bradley Kelly, direc- 
tor of WINS; and Carroll B. Merritt, 
Scribner’s, were admitted to member- 
ship in the Sales Executives’ Club of 
New York this week. 

Other new members are Bernard 
Lichtenberg, vice-president, Alexan- 
der Hamilton Institute; William J. 
Monaghan, sales manager, Borden 
Company; Smith R. Webb, branch 
manager,-Sonotone Corporation; 
George P. Johansen, vice-president, 
Peck Distributing Corporation; R. 
Bruce Estelle, president, R. B. Estelle 
Real Estate Company; R. L. Juretie, 
sales manager, Universal Fixture 
Corporation; and Martin Kortjohn, 
principal, Martin Kortjohn & Co. 


A. T. & T. Has New Film 


Audio Productions, Ine., in col- 
laboration with the motion picture 
department of the American Tele- 
phone & Telegraph Company, has com- 
pleted a one-reel Christmas fantasy, 
“The Other Christmas Tree.” 


Wizard, Inc., Moves 


Sales and advertising offices of 
Wizard, Inc., and Midway Chemical 
Company, Chicago, affiliated firms, 
-- been moved to the Merchandise 

art. 
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of ee Fk: seven years I was an un- 

successful author. In one 
mail I sold to The Saturday 

“2 Evening Post a serial and three 

ra short stories. The standing 

8° gained by the appearance of 

ven those stories before The Satur- 
day Evening Post audience was 

n the groundwork of my success. 

ed The Saturday Evening Post 


audience is the most responsive 


raft, in its intelligence, appreciation 


= and criticism of an author's 
ard work that exists today.” 
hird 
t is we 
Mrs | yi deg fo 
uits, a 
heir |. 
— | CLARENCE BUDINGTON KELLAND 
he | 
im- 
the 
are 
poet | HE readers of The Saturday Eve- ablest authors and authorities. And 
an 
out ning Post have come to be recog- likewise, they have come to recognize 
pro- nized by authors as America’s most Post advertisers as leaders in their 
| important audience of influential men field. 
veen | THE MAKERS OF PHILCO RADIOS AUTHORIZE and women. Just as the clean, honest, up-to-the- 
US TO PURLIEN TEE PAewee See They have come to be known to minute quality of fact and fiction to 
“We use the Post to impress its vast army of intelligent advertisers as America’s finest market be found in next week’s Post is taken 
lub readers, both buyers and sellers, with the goodness of our : helpful oe ’ 
Bris- product. —as quick to respond to the help for granted, so the families and friends 
“ong | “How well this has been done is shown by the fact that — suggestions of advertisers as they are _of ten million readers put confidence 
| Phileo has marched from twenty-seventh to first place in keen to follow the careers of their in the quality of products advertised 
aie the Radio industry. . . 
oom . favorite Post characters and authors. in the Post. 
nard “Philco is proud of its association with The Saturday 
es. Evening Post. It is, in our estimation, the most important Post readers expect the best from Here is the meeting-place for the 
a | and most powerful advertising medium. Those who read the Post—the best stories, the most people’s most active wants 
“sg the Post have made it so. . : scl h 1 a ane sacaaulile 
lent, “This is a considered statement based upon our sixteen interesting articles, the most popular ORE 0 BRUSS S MON weEtny 
on years of advertising in the Post. We have no hesitation in book-length novels—by the world’s wares! Saleen 
‘etie, giving credit where it belongs.” 
‘ture 
john, 


ilm THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND LIFE TO THEIR CHARACTERS IS 
Tele: THE SAME POWER THAT GIVES NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


THE SATURDAY EVENING POST 
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Tre Goodwin Plan now has a field force of 175,000. It was 
introduced nationally two months ago. Previous to its intro- 
duction, the Plan was exhaustively tested for six months at 
a cost of many thousands of dollars. 


Many of those who compose this sales force are among the 
most influential women in their communities. They have 
been engaged from among the active workers of thousands 
of church societies of Protestant, Catholic and Jewish de- 
nominations. 


Each one has signed a clearly defined agreement to stimu- 
late the sale of products which may be listed under the 
Goodwin Plan—a list of products which is expected to in- 
clude nearly all types of merchandise in daily use, from a 
spool of thread to automobiles. 


Each one has undertaken to approach and to obtain the buy- 
ing interest of AT LEAST ten housewives for such products. 


Under the Goodwin Plan, a small percentage of sales will 
compensate field force members on a commission basis. 


Of course, the housewife may continue to patronize her 
regular dealers. 


The present field force is being added to steadily. 


The Desirability of The Goodwin Plan 
Is Clear 


Buying power in the United States dropped 57% from 1929 
to and including 1932. (Authority: Major Market Newspa- 
pers, Inc.) 


Buying response to advertising decreased. 


With the Goodwin Plan, designed, as it is, to concentrate the 
attention of consumers upon the products to be listed under 
the Plan, it is believed that the power of advertising to pro- 
duce sales will be greatly strengthened. 


The Goodwin Plan Was Conceived As 
An Ally of Advertising 


The Goodwin Plan was conceived as an ALLY of adver- 
tising, and will soon be placed at the disposal of clients of 
advertising agencies, without cost to the agencies. 


Each manufacturer whose products are listed with the Good- 
win Plan Field Force of "Broadcasters," will agree to spend, 
in advertising, a minimum of 3% of his sales—figured at 
the wholesale value—brought about by the ‘Broadcasters’ 
in each territory. And since The Goodwin Corporation is 
not an advertising agency, THE ORDERS WILL BE PLACED 
through THE REGULAR ADVERTISING AGENCIES OF 
THE MANUFACTURERS. 


In an effort to increase the SELLING POWER of advertising, 
the Goodwin Plan FIELD FORCE is organized, in so far as 
practicable, in territories PARALLEL to the circulation of 
newspapers; and thus, by a new COMBINATION of per- 
sonal sales-stimulation and newspaper advertising, the PLAN 


aims to assure SALES at a predetermined percentage of 
cost, payable AFTER sales are made and PROVED. 


Dec 


The GOODWIN PLAN INSISTS that a MINIMUM of IRI 


brought | about by. the GoopwiNn PLAN FIELD- FORCE of Drosdcactéiuit 
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FLD-FORCE 175 00 ! 
MW MORE than 


ca. 18 tnotigordile Scales. of ADVERTISED PRODUCTS 


fIREE PERCENT of Sales 


erust be spent in Advertising * 


Facts about the 
Goodwin Plan... 


‘‘Broadcasters’’ or field-sales 
Stimulators engaged: 


OCTOBER1 - - 9,616 


(result of test) 


NOVEMBER 1 - - 52,366 
DECEMBER1 - - 148,386 
DECEMBER 14 more than 175,000 


252 District Managers, covering nearly every city 
of over 50,000 population; 80! Representatives, 
each assigned to members of 50 or less church 
society groups. 


Each "Broadcaster" undertakes to present the 
facts about ALL Goodwin Plan articles which 
may be listed, to ten or more housewives, as 
those facts are given in a Goodwin Plan catalog, 
and to arouse their active buying interest. 250,- 
000 "Broadcasters" are expected to be engaged 
by the end of this month, who will be paid on 
commission basis for proved sales they have 
brought about. 


| ADOLPH O. GOODWIN, 


| President of the Goodwin Corporation, 
Chicago, and creator of the Goodwin Plan. 


List of products to include as far as possible the 
entire range of normal family buying. Every 
product to be of sound quality bm reputation. 


NO PRODUCT WILL BE LISTED WITH THE 
GOODWIN PLAN FIELD FORCE UNLESS THE 
MANUFACTURER AGREES TO SPEND. A 
MINIMUM OF THREE PER CENT OF HIS 
WHOLESALE SALES IN EACH TERRITORY, 
BROUGHT ABOUT BY THE "BROADCASTERS" 
. . « FOR ADVERTISING, SCHEDULED 
THROUGH THE REGULAR ADVERTISING 
AGENCY OF EACH MANUFACTURER. 


As space does not permit a detailed presentation 
of the Goodwin Plan, we invite Advertising Agency 
Principals to write for a brochure entitled THE 
GOODWIN PLAN ADVERTISING AGENCY TAB- 
LOID, containing full information. Address: THE 
GOODWIN CORPORATION, Mather Tower, Chi- 


cago, Illinois. 
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CANNED APPLE 
SAUCE SEEKING 


WIDER MARKET 


New York, Dec. 14.—Seeking to 
duplicate the success of the Eatmor 
cranberry and Tru-Blueberry cam- 
paigns, directed by Gotham Adver- 
tising Company, Apple Sauce Can- 
ners, Inc., Rochester, N. Y., has re 
tained the same agency, which re- 
cently released the first advertising 
to newspapers in New York, Phila- 
delphia, Chicago and Boston. 

Not only is the cooperative adver- 
tising the first copy in this product 
but the brands of the campaign’s 
underwriters are not identified with 
the advertising. The second unusual 
circumstance is due to the fact that 
all canners of apple sauce are mem- 


bers of the association, except two) 


chain store organizations which pack 
a small quantity but which have 
never pushed the product. The as- 
sociation has 15 members all located 
in northern New York state. 

The advertising is supported by 
an assessment on each case sold by 
the canners. Advertisements rang- 
ing from 166 to 399 lines and total- 
ing about 2,500 lines will appear 
during the first six weeks of the 
campaign. The second phase will 
extend through March. 

The season’s effort will be con- 
centrated in the four markets, and 
no medium other than newspapers 
will be used. Distribution has been 
satisfactory for several years and no 
educational work among dealers is 
contemplated. 


Few Know of Virtues 


Research revealed that, although 
canned apple sauce has been on the 
market many years, one housewife 
in five doesn’t know about it and 
many who know about it haven't 
tried it. 

The first and second pieces of 
copy list eight reasons why canned 
apple sauce is preferable to the 
home-made kind, and following ad- 
vertisements will take up two or 
three points at a time, together with 
an interesting recipe. It is claimed 
canned apple sauce is better, because 


it is made from a blend of selected | 


apples at the proper stage of ripe- 


| REAL APPLESAUCE 


HEALTHFUL .. 
Appetizing, 


| Economical 


Canned Applesauce is one of the most ecronoms 

| cal and canwenent food products you can buy 

| Economical — because you can secure better applesauce at 
| hess cost than you can make it et home. 

} Appetizing — because of ite glistening, golden color, and 
| consistency. It appeals to the eye—uchles the palate. 
Healthful — because it brings to you the beneficial food 
value of apples in form easly digestéd by young and obd 


CANNED APPLESAUCE 
is a blend of apples of 
distinctly different flavors. 

The flavor is controlled 
A weettal breakfast dish, delightful for lunch, and ideal 
for many desserts, applesauce is good for children and 
grown-ups. Buy « cam “o{ Applessuce and try this recipe— 


Apps Sauce Canners, Inc. 
Cou.merce Bidg Rochester, N. Y. 


One of the pieces of newspaper 

copy which is currently being run 

by Apple Sauce Canners, Inc., 

Rochester, N. Y., in a new cam- 
paign. 


ness, and cheaper, when the cost of 
ingredients, waste and fuel is con- 
sidered. 

Domestic science copy slants in- 
clude ease of serving, new ways to 
serve, appeal to juvenile and finicky 
appetities, easy digestibility and 
beneficial mineral salts. 

Production of canned apple sauce 
has been stationary for several years 
at 2,000,000 cases. The canners ex- 
pect to more than double the market 
before the campaign is five years 
old. 


Kobak Is Chairman 


Edgar Kobak, president of the Ad- 
vertising Federation of America, has 
been elected chairman of the Adver- 
tising Review Committee, to succeed 
Ralph Starr Butler, vice-president, 
General Foods Corporation, resigned. 


Whittemore Advanced 


Edwin C. Whittemore, former as- 
sociate sales manager of Draper 
Maynard Company, Plymouth, N. H., 
maker of D&M athletic goods, has 
been appointed sales manager. R. E. 
Hill, vice-president of the company, 
| resigned Dec. 1. 


35" Anniversary 
and what aReader op 
Advertiser Acceptance , 


@ The wie magazine to ici 
A.B.C. audit of more than two 


@ The “a magazine to dew an 
advertising linage increase in the 

~ fourth quarter (and in each month 
over the senespeowing month 


of 1932.) 


National 


» HOME 


MONTHLY « « 


«CANADA'S GREATEST MAGAZINE” 


Lineage Total 
Of Magazines 
Continues Up 


Chicago, Dec. 14. — Advertising 
lineage in 79 national monthlies in- 
creased from 886,629 lines in Decem- 
ber, 1932, to 967,202 lines in Decem- 
ber, 1933, the monthly figures of 
National Advertising Records, re- 
leased today, show. 

Lineage in 10 weeklies and semi- 
monthlies, for which November fig- 
ures were released, also indicates a 
distinct upward trend, the ten pub- 
lications carrying 886,629 lines in 
November, 1932, and 967,202 lines in 
November, 1933. 

Detailed figures for the other 
groups into which the report is di- 
vided follow: 

Standard, eight papers, 1932, 62,- 
667 lines; 1933, 73,452 lines. 

General, 37 publications, 1932, 
365,217 lines; 1933, 418,630 lines. 

Women’s, 16 papers, 1932, 367,441 
lines; 1933, 384,919 lines. 

Outdoor, seven papers, 1932, 44,689 
lines; 1933, 43,550 lines. 

Mail order, eleven papers, 
46,615 lines; 1933, 46,651 lines. 

These figures cover only those 
publications which were measured in 
both 1932 and 1933, and therefore 
the 1933 totals are in most cases 
smaller than those shown in the de- 
tailed tabulation on this page. 


1932, 


Gumpert Runs 
First Copy in 
General Field 


New York, Dec. 13.—S. Gumpert 
Company, manufacturer of food 
products for bakers, restaurants, 
hotels, hospitals and other institu- 
tions, is introducing a new product, 
a chocolate-flayored malt, to con- 
sumers with newspaper tests in 
Brooklyn and Newark. 

Copy runs from 100 to 500 lines in 
the weekly food pages of the Brook- 
lyn Eagle and Newark News. It is 
the firm’s first consumer advertising 
and is placed by Rose-Martin, Inc. 

Plans are being made for a sim- 
ilar test of a butterscotch cream 
dessert in a few weeks. 

The appeal used in the malt copy 
is the product's ability to give the 
appetite, especially that of children, 
a “lift,’ to facilitate digestion and 
create desire for vegetables and 
other foods children often avoid. 

Preceding the initial advertising, 
extensive promotion work was done 
among food stores. This selling effort 
began in the summer, whereas the 
first newspaper copy did not appear 
until recently. 


Women’s Club Plans 


Christmas Benefit 


Advertising Women of New York, 
Inc., will give its fifth annual Christ- 
mas party Dec. 19 at the Salvation 
Army Home for Working Women. 
Bags of gifts will be distributed and 
professional entertainers will feature 
the program. 

The committee in charge includes 
Ethel C. Turner and Teresa Jackson 
Weill, chairmen, Janet MacRorie, 
Edith Burtis, Emily Conner, Elsie 
Wilson, Rebekah Hufcut, Minna Hall 
Carothers. 


Not Connected with 


Consumers Research 


It was erroneously stated in the 
Nov. 29 issue of ADVERTISING AGE that 
Frederic Horton was formerly New 
York manager for Consumers Re- 
search and had helped to collect ma- 
terial for “100,000,000 Guinea Pigs.” 

Mr. Horton has never been asso- 
ciated with Consumers Research and 
had no part in the preparation of the 
book by Messrs. Schlink and Kallet. 
His connection was with the Con- 
sumers Research Division of R. L. 
Polk & Co., New York. 


Ad Club Gives Shoes 


In accordance with its annual cus- 
tom, the Boston Advertising Club will 
distribute shoes to needy children 
Dec. 21, 22 and 23. 


DECEMBER ADVERTISING 


Standard 1932 1933 
American Mercury.... 4,332 5,339 
Atlantic Monthly...... 11,497 18,301 
Current History ...... 3,255 3,122 
PE viesehagksouwe 8,541 7,543 
Golden Book ......... 2,751 3,576 
Orn cisenbeaweees 14,260 17,997 
Review of Reviews... 7,443 6,452 
Pe iccneeeds see 10,588 11,122 

TPotal Group ...ecocs 62,667 73,452 
General 
PEE, Gib eceecececs 16,808 16,592 
American Boy ..... 10,495 9,111 
American Girl ........ 2,748 2,551 
American Golfer ...... 7,883 6,172 
American Home . 4,147 6,511 
Arts & Decoration.... 8,218 7,868 
GED 6 evens se00de0 000s 3,058 3,362 
Better Homes & Gar- 

PO scetsennseceenes 7,450 7,285 
ge Saree 12,754 15,618 
See BE: beresate sos 6,162 7,640 
Crrretinn BWereie ..105 ceocs 10,633 
COUGHS FEUMOP cccccce coves 5,082 
Cosmopolitan ......... 16,151 21,316 
Countty Tate «....ccors 13,237 14,049 
oo! er 28,282 44,556 
i ar 6,466 6,329 
Home & Field......... 8,539 9,207 
House & Garden...... 20,358 25,246 
House Beautiful ...... 7,688 10,198 
DOGO -<ciGieeseersa *hees 10,446 
:) ckenk hee tyke web'ow 4,966 5,186 
Se eee 6,405 8,465 
Modern Mechanic ..... 8,053 9,202 
Motion Picture ....... 9,283 15,484 
Movie Classic ........ «seooo 15,439 
National Geographic... 6,384 5,425 
Nation’s Business 9,592 13,215 
SO BONE a svececnres 8,768 8,812 
PE occ eweeseee 11,588 14,765 
Physical Culture...... 13,554 8,718 
ee ee ee ey cd Sede s 9,926 
Popular Mechanics .... 15,571 14,650 
Popular Science ...... 13,276 13,172 
DE. Se ésesews¥e%s 9,998 10,785 
i 606 oas es 4,499 3,845 
Scientific American.... 4,254 2,789 
MOPOON TOOK 2. cccncess 6,641 8,044 
0 er mers oo 9,379 
Screen Play .......... 7,145 7,128 
i ee 8,775 
Ter rr eee 11,891 13,342 
aaa 7,934 7,137 
True Confessions...... 7,371 8,532 
True Detective Mys- 

PGE, Se etaveea avo s -aSkes 3,379 
True Romances ...... seses 5,288 
Vanity Pale .ccccccces 17,599 26,323 


Total Group 
Women's 


23,871 
9,568 


25,446 


—National 


pany, Inc. 


9,610° 
Advertising Records, Published by The Advertising Record Com- 


LINEAGE IN MAGAZINES 


1932 1933 
Good Housekeeping ... 36,096 37,530 
Harper's Bazaar .. . 47,551 48,143 
NE eo aa a @ ales a8 7,920 8,545 
Household Magazine... 9,866 9,756 
Junior League Maga- 

Dh wxpne petebe sas de 8,735 6,205 
Ladies’ Home Journal. 42,974 46,353 
CE Beh sae hake 6:0 Ke 34,416 41,548 
PUOGMIOOTRES. occ ne ccccecs 4,042 3,413 
Parents’ Magazine..... 11,991 15,182 
Pictorial Review ...... 13,237 13,378 
Tower Magazines ..... ..... 11,887 
True Story ..... . 23,905 16,802 
Cea aarmae i enwn a 51,428 657,432 
Woman's Home Com- 

rae 34,582 41,659 
Woman's World ...... 7,256 3,917 

Total Group ........ 367,441 396,806 
Outdoor 
Field & Stream....... 7,518 8,168 
Fur-Fish-Game ....... 5,654 6,507 
Hunter-Trader-Trapper 9,585 8,808 
Hunting & Fishing.... 4,663 4,586 
National Sportsman... 6,295 5,646 
Outdoor Life ......... 4,882 5,445 
Sports Afield ......... 6,092 4,390 

Total Group ........ 44,689 43,550 
Mail Order 
Ee 4,973 5,562 
Gentlewoman ......... 4,604 3,012 
Good Stories .......... 4,258 3,379 
RI ae onal g a Glut ere Bg 15,700 16,148 
meome Citole .....0055. 2,945 3,282 
Home Friend ......... 1,577 1,889 
Household Management 

CO” eae 1,722 1,797 
Illustrated Mechanics... 1,259 1,996 
ME eGae 4-0 hae chow dss 719 2,281 
Mother’s-Home Life.... ..... 2,794 
rs 7,993 6,205 
Sovereign Visitor ..... 865 1,100 

TOORE GEOUP oo sccsee 46,615 49,445 

*November figures. 

November Advertising in Magazines 
Weeklies & +Semi-Monthlies 

1932 1933 
American Weekly 58,090 62,969 
Business Week ....... 22,082 18,127 
Og ae 52,295 63,990 
we ee eee ree 15,517 8,525 
oS eno is Heke 22,029 18,957 
paterary Digest «2s iv 29,786 22,926 
WOW TOPEOR ..0ccccces 75,922 91,035 
Saturday Evening Post.110,848 133,978 
a ear 49,060 65,281 
*Town & Country..... 26,434 27,755 


Total Growm .ccscses 462,063 513,543 


McCORMICK AND 
WILEY DIFFER 
ON REGULATION 


New York, Dec. 14.—Louis Wiley, 
business manager of the New York 
Times, believes that effective control 
of advertising copy through publish- 
ers’ groups would make federal regu- 
lation unnecessary. 

In commenting upon suggestions 
for self-regulation of advertising 
through action by publishing groups, 
proposed by ApverTISING AGE, Mr. 
Wiley said: 

“We favor any fair procedure that 
will eliminate fraudulent or mislead- 
ing advertising from mediums of all 
types. For many years the New 
York Times has carefully supervised 
its advertising columns, rejecting 
hundreds of thousands of dollars of 
available advertising revenue an- 
nually. 

“Some proposed methods of cen- 
sorship, while commendable in prin- 
ciple, might penalize honest adver- 
tisers in an attempt to correct the 
questionable practices of a small mi- 
nority. Any plan that is adopted 
should be directed exclusively to the 
correction of evils rather than the 
restriction of legitimate business. 

“Publications might, as suggested, 
establish a board to pass upon adver- 
tising copy but it is doubtful whether 
such a bureau could enforce its de- 
cisions to a degree approaching the 
ability of the government to compel 
adherence to law. Nevertheless, a 
publishers’ committee, if given pro- 
per support by individual newspa- 
pers, should make governmental ac- 
tion unnecessary.” 


Opposes Group Action 


Chicago, Dec. 14.—Col. Robert R. 
McCormick, publisher of the Chicago 
Tribune, is opposed to autocratic con- 
trol of advertising by governmental 


seaeiiiiad but likewise een to 
group action by publishers to elimi- 
mate questionable copy. He believes 
each publisher should make his own 
decision on this subject. 

“From my investigations,” said Col. 
McCormick, “I conclude that there is 
a small amount of very wrong ad- 
vertising, and that this is being used 
to promote more dictatorship legisla- 
tion. 

“It seems to me that what we 
should advocate is reasonable legisla: 
tion to prevent wrong, and oppose 
the measures which would turn pro- 
tection of the public into an auto. 
eracy. At the present time I do not 
favor group control of the individual 
in the publishing business. 

“I believe that the Tribune has the 
strictest supervision of its advertis- 
ing columns of any of the newspapers 
in the United States, and that such 
group control would take nothing 
from the Tribune. At the same time 
I do not believe in regimentation of 
the press. 

“The Tribune does not accept li- 
quor advertising. Should it forbid 
the New York Times to take it? I 
do not think so. Mr. Ochs’ opinion 
on this is just as likely to be right 
as mine. I should not decide for him, 
and he should not decide for me.” 


Seven Artists Come to 


Aid of New Picture 


Seven well known artists will each 
contribute a sketch to be used in 
newspaper advertising of “Gallant 
Lady,” 20th Century picture soon to 
be released by United Artists. The 
artists saw a preview of the movie, 
and will each now submit an illustra- 
tion giving his conception of the best 
means of advertising it. 

Diega Rivera, McClelland Barclay, 
Howard Chandler Christy, James 
Montgomery Flagg, Bradshaw Cran- 
dall, Henry C. Raleigh and Hayden 
Hayden are the artists whose work 
will be used. 


“Sun” Buys “Press” 

The Cambridge, Mass., Sun, weekly, 
has purchased the Somerville Press. 
also a weekly, and both papers will 
continue to be operated and published 
separately. Lucian D. Fuller is presi- 
dent and William A. Dole treasurer 
and advertising manager. 
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125,608,000 people 


DON I subscribe to BusinessWeek 
—and why....... 


Some magazines are known by the company 
they don’t keep. Business Week is a shining 
example of this. 


Our 62,000,000 female population wouldn't 
think of subscribing to Business Week. It 
has no news oddities, no movie columns, 
no book reviews — it talks nothing but 


business. 


Our 29,000,000 males under 25 who haven't 
cut their eye teeth in business, don’t care 
for Business Week. It can’t tell them who's 


leading the American League in batting, or 


who's planning the next non-stop flight from 


here to there. 


Our 15,000,000 male adults 


tricts who do their business thinking in 


in rural dis- 


know little of Business 
Week's subject matter and care less. Nor 
do the 3,000,000 illiterates and foreign-lan- 


guage readers. 


bushels and acres, 


That leaves some 16,000,000 urban literate 
male adults of whom the Census Bureau 
lists 3,000,000 as 


business or industrial enterprises. 


‘“‘owners or officials’ of 
This is 
the potential circulation for a national 


‘business magazine’’ 
But not for Business Week. 


To Uncle Sam's statisticians, Joe’s Coney 


Island concession is a ‘“‘business’’, just as 
is R. H. Macy & Company — the corner 
pawn broker and J. P. Morgan are both 


*‘bankers”’ 


But the fact is that only a minor fraction 


of the nation’s companies do .the lion’s- 


share of its business. Only a small per- 


centage of our so- 
called ‘‘business 
men’ have really respon- 
sible positions, really im- 
portant purchasing power— 
are really vitally concerned 
with the doings of business, 
finance, industry. Only a small percentage 
want and need a journal that talks the lan- 
guage of the executive, not the language of the 
lookers-on . . . that leaves out all the frills, 
the spectacular elements, the success stories 

that’s strictly an organ of business 
interpretation — and business interpretation only. 
In short, only a small percentage of our 
so-called ‘‘business men’’ want Business Week. 
And Business Week wants only this small 


percentage. 


We don’t mean by this that Business Week 
No 


magazine has ever been able to sell its entire 


has every reader it would like to have. 
prospect list. But this much can be said 
for Business Week — and Business Week 


alone in its field. 


It has no readers who don’t fit the advertising story. 


Today over 87,000 executives buy Business 
Week. Thousands of others read their copies 
(as is shown by our advertisers’ direct re- 
turns). Others are subscribing every day — 
for today’s rapidly changing business pic- 
ture is making these men appreciate a timely, 
ably-edited, intelligently interpreted, short- 
and-to-the-point organ 


of business. 


Don't think of Busi- 
ness Week’s circulation 
in numbers only. Think 
of it rather as giving 


you executive coverage 


in the bulk of our 
worth-while compa- 
nies. Think of it as a vast market for raw 
materials, machinery, distribution methods, 
office equipment, advertising space — all 
the things that business and industry need 
(And all the 


things these more - than - comfortably - 


and are buying today. 


situated men 


need for their 


personal use.) 


Here’s a group of busy men with the money 
the 


authority to buy. Talk to these men in 


to spend, the reason for spending it, 
their own language; do a good selling job 
in print in the one publication they must 
find time to read — and you'll be rewarded 
with results that no other group of similar 


size Can even approximate. 


BUSINESS WEEK 


87,000 NET PAID 
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Tax Called Invalid 


Following decision of the U. 
Supreme Court invalidating the p.- 
of ten cents a pound on oleo in Ken- 
tucky, oleomargarine advertising | 
again appearing in that state. The | 
first to run was for Churngold mar- 
garine, through Maloney - Davidson | 
Food Service Company, Louisville | 
distributors. | 


= | 
| 


luustrate anad 
—and double its 
pulling power. 
"Illustrate" radio 
inthedealer's 
store or window— 
and watch the 
sales curve mount! 


eS 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


A Complete 
Production Service 


TYPOGRAPHY 


; DAILIES, THEN 
MAGAZINES, IS 
PONTIAC PLAN 


(Continued from Page 1) 
week in January, will carry a bleed 
color spread, with virtually the en- 
tire space devoted to a picture of the 
new model, and only a short line of 
copy as a caption at the bottom. 

Starting in February, however, 
Pontiac will swing into use of maga- 
zines on a large and complete scale. 
Whereas, during 1933, this General 
Motors division used magazines only 
for a few months, early in the cam- 
paign, during 1934 it will employ this 
medium heavily and consistently 
through October at least. Following 
the introductory period, it will be 
magazines that will receive the lion’s 
share of the Pontiac appropriation. 

Late in January or early in Febru- 
ary, after dealers will have had an 
opportunity to acquaint themselves 
with likely prospects in their neigh- 
borhoods, a two-piece direct mail cam- 
paign will get under way. The list 
will be drawn from names furnished 
by salesmen. 

On announcement day, dealers will 
distribute through newsboys one mil- 
lion “Pontiac Newspaper Extras,” 
carrying a huge black headline, “New 
Pontiac Hailed as Sensation!” 

Banners, street signs, window dis- 
plays, tire discs and other promo- 
tional material will be used by deal- 
ers to augment the company’s adver- 
tising. 


May Demonstrate “Jolts” 


The Pontiac drive, as far as the 
organization is concerned, got under 


| way in Detroit this week, when 250 


members of the sales force gathered 


ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK -+ 310 East 45th St. 
CHICAGO - 210 So. Desplaine St. 


and 34 other cities 


225 N.MICHIGAN AVE 
STA.4047 

919 N.MICHIGAN AVE 

ZuP. 2621 


221 N.LA SALLE /TREET 
RAN. 3270 


here to learn the plans for the new 
year. They returned to their terri- 
|tories Wednesday to open regional 
| meetings and pass the program on to 
| their own distributors and dealers. 
| Major selling features that will be 
| stressed in 1934 copy will include a 
new 117':-inch wheelbase, bigger 
body, higher top speed, “true-course” 
|steering action, and “knee-action” 
wheels. 

At the sales convention, 


charts 


were shown which demonstrated by|_ 


graph the jolts which a rider in a car 
without “kKnee-action” wheels re- 
_ceives, compared with the smooth 

ride enjoyed by an occupant of a 
Pontiac. It was reported at the con- 
| vention that General Motors is per- 
fecting a device for dealer use in 
demonstrations, which can be at- 
|tached to the prospect’s body, first 
for a ride in a “conventional car,” 
and then for a ride in a new Pontiac, 
with the purpose of showing him 
scientifically the difference between 
the two. The regional managers were 
told that the corporation hopes to 
have these devices ready for their 
dealers at a very early date. 

Among the sales promotional ma- 
terial which will be furnished the 
selling organization will be a book- 
let, with the newly-coined title, 
“Pontiaction.” 

Campbell-Ewald Company 
agency in charge. 


is the 


Specialists in Sales Promotion of 


THE FENSHOLT COMPANY 
ADVERTISING 


Electrical & Mechanical Products 


“SALTY MARINER SPEAKS UP FOR RAILROAD 


Town New England Way. 


says this Massachusetts Man 


Were pretty conservative folk 
..-Some think we're too blamed 
cautious. . because we don't hold 
with people thats easy excited-- 

An empty seiner doesn't spell 
isdemiat to us...and when a 
banker makes port witha 

holdfull of haddock or 
cod we don't start shouting 
prosperity - .. But from what 

sm Isee,times are looking up in New 

England. Drummers from the 
J city are up here regular ~ that is 

the smart ones. Hands are 
adays work and the New fering 
trains are rolling all ni ight . Looks 


t like double rations of ap 
for breakfast before TS. * 


At least I think so 


TRAVEL 
elemest bear! 


“Mercheat Lmwled > 2 > 
ini eeemneonn ere 


Siew Gadend Coencl 8 Suder Building. Beare, Mom, 


wm NEW HAVEN «= 


"4 Ls 


seed two-column advertisement of New lena: Railroad which 
appeared in New York and New England papers recently. 


prove a veritable gold-mine when 
used as a premium. The theater is 
| said to be fool-proof and at the same 
|time so simple that any child can 
operate it. 


Package for 
Soup Becomes 
Movie Theatre 
Read Seondeed 


_ Oil Copy for 
Weather News 
The three-can package is selling at| 


53 cents in most parts of the country; Chicago, Dec. 14.—Everybody’s in- 
| terested in the weather. 


This explains the success of a 
Indiana campaign 
| which is shortly to be discontinued 
| atter running in Kansas newspapers 
| for the past year. A weather report 
was one of the several elements of 
|| this cartoon copy, occupying 40 lines 
| | on two columns. 

|| Space was left blank for insertion 
| of the weather report by each news- 
| paper. Most of the dailies cooper- 
,;ated to the extent of eliminating 
| their own daily weather report, so 
| that the Kansan who was interested 


(Continued from Page 1) 


ciling them to this initial course in | 
the evening meal. It is also making 
soup a standard dish in families | 
which have been more or less indif- 
ferent to it in the past. 


are 


How the soup and "theater" 


packed. |in the weather prospects had to 
|turn to the Standard Oil copy to 
in test campaigns. The Chicago find out what was in store. 


Tribune has carried the news in Chi- | A strange bird, first called the Jay 
cago; the Journal has been used in| Hawk, and later, Dug Zoop, was fea- 
Milwaukee and the Examiner and| tured in each advertisement. Dug’s 
Times in Los Angeles, color being | daily wise crack also created an in- 
alternated with black and white in| terested following. A typical exam- 
each instance. ple was this: “Ain’t it a helpless 
Test Movie Appeals | — ee to strike a match ona 

In determining the type of movie, To this, Standard Oil appended a 
strip to include with the theater short selling message, such as, “Quit 
package, Batten, Barton, Durstine &| calling your car names. Use Stand- 
Osborn, of Minneapolis, conducted a ard’s quick-fire Superfuel and Iso-Vis 
survey among school children, find- | ‘D’ motor oil.” 
ing that Tarzan and the apes rank | 
first in preference, with a western. 
story second and a mystery serial 
third. 

A tie-up with Metro-Goldwyn-Mayer 
on its new picture, “Tarzan and His 
Mate” is shortly to be made as a re- 
sult. The favored western and 
mystery films also have been made 
available as premiums for. soup- 


Young Resumes Post 
with J. David Stern 


Walter A. Young, until recently 
with the New York Herald Tribune, 
has been appointed director of adver- 
tising of the New York Evening Post. 

Prior to the New York connection 
Mr. Young had been associated with 


549 W. Washington St. Chicago, Ill. 


DIRECT TO 
THE HOME 


If that's where your product goes—that's where 
your advertising should go! Let us show you 
how to do it most effectively in the Chicago 
Market. 


ADVERTISING CARRIERS 
20 EAST 8" ST. CHICAGO 


BIG 


buyers. 


Additional film can be secured by 
sending Hormel labels from three 
cans of vegetable soup, or from two 
of pea soup. This distinction has 
tended to focus attention on the 
latter. 

Grocers have proved friendly to 
the new deal, which has enlarged the 
buying unit from one or two to three 
cans of soup, while simplifying han- 
dling problems. 

Before the new package was made 
an integral part of the Hormel cam- 
paign, a test was conducted in Minne- 
apolis, where ten cents was charged 
for the theater, when two cans of 
soup were bought at the regular 
price. The package pulled well on 
this basis, indicating that it would 


Mr. Stern 11 years, first with the 
Camden Courier, later as manager of 
the Courier’s Philadelphia office and 
advertising director and assistant 
publisher of the Philadelphia Record. 

Joseph Mora Boyle, advertising 
manager of the Evening Post, re- 
mains in that position. The Post, 
which was changed from standard to 
five-column tabloid size Sept. 14, re- 
sumed publication in the standard 
size this week. 


Will Take Liquor Copy 


Junior League Magazine has an- 
nounced that it will take wine, beer 
and liquor advertising, subject to re- 
strictions of the Post Office Depart- 
ment and the National Publishers’ 
Association. 


Insurance to Foley 


Advertising of the Manufacturers’ 
Casualty Insurance Company, Phila- 
delphia, has been placed with the 
Richard A. Foley Advertising Agency, 
Philadelphia. Newspapers and direct 
mail will be used. 


Issue New Cards 


The Wine and Liquor Retailer, and 
American Wine and Liquor Journal, 
papers of the Atlas Publishing Com- 
pany, New York, have issued new 
rate cards, effective Jan. 1. 


Brendel with Sutherland 


Louis H. Brendel, for the past five 
years advertising manager of the 
Mason Neilan Regulator Company, 
has joined K. R. Sutherland Com- 
pany, Boston agency. 


Robert A. Barry Dies 


Robert Alexander Barry, vice-presi- 
dent of the Urner-Barry Publishing 
Company, New York, died this week 
in New York. He was 66 years old. 


No. 7 of a series 


Architectural 
Appeal— 


The architect is a man of vision 
and of good taste—and at the 
same time he deals with a myriad 
of details—an appeal that is dig- 
nified and presents a problem 
with a practical solution—hits the 
mark. ARCHITECTURE has been 
so edited—result—circulation sta- 
bility among the active architects. 
Your sales appeal along the same 
lines will secure specification. 


ARCHITECTURE 


PUBLISHERS 


Charles Scribner's Sons 


FIFTH AVENUE AT 48TH STREET 
New York—Also Chicago, Cleveland, 
Boston, Pittsburgh, San _ Francisco, 


Los Angeles 


need this! 
Gcono-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 
Write or phone us for Samples 

and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


3,396,309 
100% 
VOLUNTARY 
PROSPECTS 


of which 1 626,208 
are adults. 
balance are ulin 


women. 
byy only effective 
nd _ economical 


system for covering the. temo Economics 
field thoroughly. 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Directer 
Freeport New York | 
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MORE TH 


Advertisers with sincere concern 
in the future of the wine and spirit 
industry will appreciate these facts 


IMULTANEOUSLY with the restor- 
ation of the wine and spirit industry, a 

host of trade publications appear with 
the avowed purpose of “covering the 
field”. No thinking man expects all of 
them to live. All publishing history points 
to the fact that not more than TWO can 
survive in any industry. The wine and 
spirits field will be no exception. 

Advertisers must be interested in this, 
for investments made in short-lived 
periodicals are obviously wasted. Ad- 
vertising is responsive and resultful only 
in proportion to reader interest and wan- 
ing reader interest is the reason for dying 
publications. 

What two wine and spirit magazines 
will survive? Any factual investigation 
will definitely show that Bowne’s Wines G 
Spirits is one of them. It has a fundamental 
economic reason for existence. It has the 

iolid foundation of the actual experience 
nd unquestioned leadership of Horace 


AN A MAGAZINE 


I. Bowne, himself, who for more than 
a decade immediately prior to prohibi- 
tion was managing editor and general 
manager of America’s leading wine and 
spirit journal at that time. 

The wine and spirit industry will need 
more than a trade magazine . . . more 
than a paper to “cover the field”. More 
than any other industry, it will need a 
periodical thatis a forceful exponentofthe 
trade’s rights. An authoritative source of 
valuable information as well as a staunch 
advocate of everything that is reasonable 
and just in the matter of laws and regu- 
lations. 

Bowne’s Wines & Spirits will be just this 
because it is editorially equipped. Horace 
I. Bowne for years was president of the 
Wine and Spirits Importers Society of 
the United States and active for many 
years in both the American Wine Grow- 
ers Association and the National Whole- 
sale Liquor Dealers Association. Sur- 
rounding him are such men as W. E. 
Janes, technical editor, widely known 
consulting chemist serving such fore- 
most distillers as Glenmore Distilleries, 


American Medicinal Spirits Co., G. T. 
Stagg Co., etc. 


F. A. Warner, Editor of Ridley’s Wine 
and Spirit Trade Circular of London, 
England, the oldest wine and spirit paper 
in the world, serves as London corre- 
spondent for Bowne’s Wines & Spirits. Mr. 
Warner says in opening his December 
“London Letter”: “First of all, let me, on 
behalf of all British Wine and Spirit 
Trades, extend the hand of welcome to 
Bowne’s Wines & Spirits and to say how 
immensely glad we are to have Horace I. 
Bowne back in our midst, for there could 
be no more certain indication of the re- 
turn of the legitimate business in alco- 
holic liquors in the United States, than 
the re-entry of Mr. Bowne who for so 
many years was a conspicuous figure in 
the profession of wine and spirit trade 
journalism”. 


From every quarter comes enthusiastic 
praise of Bowne’s inaugural issue. Morris 
O. Alprin, Associate Counsel of the 
National Wholesale Liquor Dealers As- 
sociation, Baron Raymond De Luze, 
Chairman of the International League 
Against Prohibition in Europe, W. E. 


x*INAUGURAL*® 


The following outstanding companies are 
represented with sixty-eight pages of 
advertising in the December, 1933, issue 
of Bowne’s Wines & Spirits: 


Allied Brewing and Distilling Co., Inc. ... 
Allis-Chalmers Mfg. Co. ... American Cooper- 
age Co., Inc.... American Steam Pump Com- 
pany ... Anchor Cap & Closure Corporation 
... The Angostura-Wuppermann Corporation 
. .. Associated Distillery Engineers ... E. B. 
Badger & Sons Co. ... Baird-Daniels Co., Inc. 
. .. Barnstead Still and Sterilizer Co., Inc... . 
Barrett-Cravens Company ... Ben-Burk, Inc... 
Brockway GlassCo...Browne Vintners Co., Inc. 
.-- Edward & John Burke, Ltd....Capstan Glass 
Company .. . California Prune & Apricot 
Growers Ass’n ... Cincinnati Copper Works, 
Ltd. . . . Colonial Distilling & Distributing 
Corp. ... Distillers & Brewers Products Cor- 
poration ... Elliott Company ... Felton & Son, 
Inc. ... Field & Stream ... First International 
Beer & Wine Show ...L. Edward Flaherty .. . 
Foxboro Company ... The Foxon Company .. . 
Frankfort Distilleries, Inc. ... Fruit Industries, 
Ltd. ...L. Gandolfi & Co., Inc... . Gardner- 
Richardson Co. ... The Jos. Garneau Co., Inc. 
... Garrett & Company, Inc. ... General Elec- 
tric Company ... Glenshaw Glass Co., Inc... . 
G. F. Heublein & Bro. ... Hickory Town Dis- 
tilling Company ... The Hinde & Dauch Paper 

. .- « Horix Manufacturing Company .. . 
Jenkins Bros. ... Carl J. Kiefer... The Karl 
Kiefer Machine Co. .. . Kienzler Company, 
Inc.... The Sid Klein Corporation ... Stephen 
J. Kochor ... Lancaster Iron Works, Inc... 
Lewis-Shepard Co. ... Life Magazine, Inc... . 
Link-Belt Company . .. Littleford Bros. ...The 
Lummus Company ... The Lunkenheimer Co. 
. .- Manufacturers Trust Company .. . Julius 
Marcus Laboratories . . . May International 
Corporation ... The Meyercord Co.... The 
Milson Company ... Fred L. Myers & Son... 
Nash Engineering Company ... National Ad- 
hesive Corp. . . . National Wholesale Liquor 
Dealers Ass’n ... New England Distillers, Inc. 
... Nicholas & Co., Inc. ... Nivison-Weiskopf 
Co. ... The Pfaudler Co. .. . Pioneer Paper 
Stock Company ... Pneumatic Scale Corp., 
Ltd....R.L. Polk & Co....F, E. Reed Glass Co. 
..-Schenley Wine and Spirit Import Corp... . 
Alex D. Shaw & Co., Inc....F. J. Stokes Ma- 
chine Company ... Southport Corporation... 
Tillier-Thompson Co... .Trogneux d’Ameri- 
que... The United States Bung Mfg. Co... . 
Universal Fixture Corporation . . . Viking 
Pump Company ... S. Wald Advertising 
Agency ... Hiram Walker & Sons... Julius 
Wile Sons & Co., Inc. ... G. Woolford-Wood 
Tank Mfg. Co.... Clarence E. Wunder. 


Janes, H. F. Stoll and L. E. Flaherty are 
among those represented with articles of 
significant importance. 

No advertiser scanning the December 
issue of Bowne’s Wines & Spirits will fail 
to sense the destiny of this piece of sound, 
alert, modern publishing. Letterhead re- 
quests for sample copies will receive 
prompt attention. 


_ Bowne 4 
WINES &SPIRITS 


Executive Offices: 205 E. 42nd St., New York City 
Western Offices: 333 N. Michigan Ave., Chicago 
Louisville Offices: 312 Marion E. Taylor Building 


PRESIDENT, Harvey Conover . . . VICE-PRESIDENT, 
B. P. Mast... EDITOR, H. I. Bowne... MANAGING 
EDITOR, Leslie H. Allen... TECHNICAL EDITOR, 
W. E. Janes ... CONTRIBUTING EDITORS, L. Edward 
Flaherty, Trademarks; H. F. Stoll, California Wineries; 
Lawrence M. Hughes, Merchandising; John B. Rosebrook, 
Advertising; F. A. Warner, London Correspondent. 
Advertising Representatives .. . Edward: F. Wright vand 
Jack Grier. Southern Representatives... Willis Osborn, 
Grant Bldg., Atlanta, Ga. 
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December 16, 1933 


Movie Aids in 
Introduction 


Of New Fords 


Detroit, Mich., Dec. 13.—One of the 
new mediums employed this year by 
Ford Motor Company to introduce its 
new models is a talking motion pic- 
ture, “These Thirty Years,” which 
this week was shown simultaneously 
in all important Ford dealer points. 

The film, which is entertaining as 
well as instructive, depicts an old- 
fashioned love story, the plot of 
which is interwoven with the history 
of the automobile and of the Ford 
Motor Company. 


The film was produced by the Ford 
Motor Company and was shown in 
downtown theaters under the nomi- 
nal auspices of local Ferd dealers. 

Admission to the performances, 
which were continuous, and which 
extended over a seven-day period, was 
by ticket secured from local Ford 
dealers, the only requirement being 
that the user’s name and address be 
written on the ticket. 

Little advertising was given the 
picture, copy in most cities being 
confined to small space on the amuse- 
ment pages of local dailies. 


Distiller Names Agent 
Arrow Distilleries, Inc., Detroit, 


has appointed Holden, McKinney & 
Clark, Inc., Detroit. 


man, railroad coordinator, is seeking 
ammunition for a scientific campaign 
by asking thousands of well-to-do 
citizens to answer an elaborate ques: 
tionnaire. 

The exact number of question- 
naires sent out has not been revealed. 
The recipient is told that he can an- 
swer all of the questions in 17 minutes 
and mail the completed job without 
postage. The back cover of the 
24-page booklet which embraces the 
questions is prepared in the form of 
a business reply envelope. The bal- 
loting ends Dec. 23. 


Mr. Eastman first asks the re- 
cipient how many cars he owns, then 
how many miles he drives annually 
and what the driving cost is. Warm- 
ing up to his subject, he provides 


EASTMAN MAILS 
QUESTIONNAIRE 
ON RAILROADS 


Coordinator Seeks Views of 
Travelers 


Washington, D. C., Dec. 14.—Hint- 
ing at cooperative advertising by the 
nation’s railroads, Joseph B. East- 


im ; 


Ge Conrier-Zournal. 
_ THE LOUISVILLE TIMES. — 
- Major Market Newspapers, Inc. -:--_ Audit Bureau of Circulations 


LOUISVILLE _ is 
the largest of the 
cities specifically rec- 
ommended by Bab- 
son in his recent re- 
port. Every index 
of business conditions 
points to this city as 
one of the most prom- 
ising in the Nation in 
sales potentialities, 


- 


% 


ea 


space for a detailed report of the 
automobile travel of his subject dur- 
ing the year ended Oct. 1, 1933. 

Other travel is then to be analyzed, 
whether by railroad, bus, airplane or 
steamer. The number of trips and 
mileage of each is to be reported. 
Then the individual is asked to indi- 
cate when he rode on a train last. 


Asks Many Questions 


Leaving the question of actual 
travel and experience, Mr. Eastman 
then lays the groundwork for some 
railroad reforms by asking what 
rail and Pullman fares would induce 
the traveler to use railroads more 
than at present. Other leading 
questions along this line: 

“To what extent would this fare 
increase your present train travel in 
a year’s time? 

“When you travel by train, do you 
endeavor to adjust your trip so that 
you may take advantage of special 
excursion rates? 

“Tf railroads sold a 5,000-mile mile- 
age book, good for one year, at a sub- 
stantial discount, would you buy such 
a book? 

“Would the rail travel of yourself 
and your family be increased if rail- 
roads gave a discount for family or 
other groups who travel as a party? 
“Would you make greater use of 
Pullman accommodations if the rail- 
road surcharge (one-third of the 
usual cost) were abolished?” 

Mr. Eastman also wants to know: 
“Have you found it difficult and con- 
fusing to obtain information regard- 
ing railway excursions?” 


Asks About Advertising 


A section of special interest to ad- 
vertising men is that devoted to 
transportation promotion. The dis- 
interested citizen getting the book is 
asked whether air lines, bus lines, or 
railroads have done the best adver- 
tising job, in his opinion. 

“Is the advertising of railroad pas- 
senger service as effective and attrac- 
tive as the advertising of automobile 
manufacturers?” continues the ques- 
tionnaire. 

Other questions deal with transpor- 
tation ideals, such as comfort, cost, 
safety and speed; improved station 
service; coach service; dining serv- 
ice and other possible improve- 
ments. The questionnaire even deals 
with the question of coordinated 
taxicab or bus service when the trav- 
eler reaches his destination. 


Sees Increased 
Advertising in 
Business Papers 


Chicago, Dec. 11—H. J. Payne, sec- 
retary of the Associated Business 
Papers, Inc., said in addressing the 
Chicago Business Papers Association 
today that the indications point to 
an increase of from 15 to 25 per cent 
in business-paper advertising volume 
for 1934. 

Mr. Payne said that the current 
improvement in general business con- 
ditions indicates that 1934 is the 
year in which business publications 
will make a decided comeback from 
the lows of 1933. 

He urged business publishers to 
maintain high editorial standards, to 
adapt their formats to the editorial 
services which they perform, and to 
work for their industries with a view 
to the general public interest as well. 

With reference to rates, the A. B. P. 
executive made the following signi- 
ficant comment: a 

“We must recognize the probability 
that our mechanical and material 
costs of publication are likely to ad- 
vance as much as 40 per cent be- 
cause of need for compliance with 
code provisions as they apply to 
paper, cuts, printing. We must be 
ready, quickly, to announce new and 
advanced rate schedules, particularly 
if the volume to carry these increased 
costs is not forthcoming.” 


Winger in Cleveland 


R. M. Winger, who has been with 
the Addressograph-Multigraph Com- 
pany for 23 years, is now vice-presi- 
dent and sales manager of the com- 
pany, covering the United States and 
Canada. He is located at the Cleve- 


land headquarters. 


" = a — i 
; : a SS = ie 
a | 
’ " 
SS ot M4 
. es ‘ 
i ae a | i Ky eh 
zs a. of \ | - 
3 ve rrenntion i: : es - 
a\\s A or- , 
| "\ C Fav ‘ 
5 \  alySO s 10 
mm | We \. sales tistics: 2 . 
hee en : a 
‘ a: —or FINAN - . 
Bay | \ ‘ es : % 
. \ B*\ yyontistts oF 3 ." 
; \ i my 4 . ee 
eae @ Ws By por 56 : rea 
| te BABS S° cy a 
re IN 3 ne 549 ep mon’ 2 7 = 
= | oven y pich We *Y mess: 1 eee ees | — Me 
iN : Dts : : Be 
e. 8 a cities ics of gem pusiness of 4932 ses gr ae ; < 
ies . \ 3 ¥ e : S - 
iy —_" bi spatist zceedet bo ynonths ow: his : : iu : = 
a NA ee ding ihs 1 ave : Ms : 
ste 3 fm. *\ av on on ‘ h : ; | 
| y 23 YS | = at yeast a nat pa corner nis os . i 3 
vi WERE \ “gcciniteld “upward caine Mion by MSY, ye 
bie | \ Me s,\ ate OP sing the ‘ved ood jocaliee CV a oe - 
Mm ?s\ vist VE ould P&C opine 10... pando” per fees Ls - 
Rt sh jooK* ness: IZo : : 7 
. wee? \ sney ers in {sou ' ne : 
ies ynaneé xter pus part m- ee coe _ 
oe 7 u3ja\ saleS gor REMY’ Gols gacksO oe ce ee Oe. ae 
oe y Me.+ ~~ poustO™ Sock, AT onteom ee cece me ee ee: _— 
7 fie, penne . Little Fass: ” Raleie eases ie a 
— ret Me s?\ ype, £2 powell: | Oxia. UO ee ee is 
‘i : A “ pi al Muskoeee ay . set «on 8% ee ee a 
as ‘i ‘ei = 6, Rom, OF gsm, OO ee i 
a 3 - . ’ 9 . s ; : z , 4 see, 
; ; : ° vran ’ rpg come : a eS. x fe 
3 : b4j,\ City, Min®.: ee ee es Fees a 1 ae a 
> youry> ne Re ee ae pe 
: ee | ———— | | 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY. ae ) 
fe = P 
> yee ee 2 ou 7 Po aap a Se ee Sa an < : , =o ee ar le 2) eae ean OF ieee ts ae eT ee Nae A a oe ae ce mee kt, 5 see ; 
Bs ass tee na a a al eal Os Ue REN a ee a ee 


December 16, 1933 


ADVERTISING AGE 


21 


HEADS AGENCY GROUP 


D. I. McDonald 


NEW INSTITUTE 
OF ADVERTISING 
AGENTS FORMED 


D. |. MeDonald Named Ex- 
ecutive Secretary 


Chicago, Dec. 14.—Formal organi- 
zation of the Institute of Advertising 
Agencies of America was begun here 
this week with the appointment of 
D. I. McDonald as executive secretary 
of the organization, and the opening 
of offices at 10 S. La Salle St. 

Formation of the new agency asso- 
ciation is an outgrowth of the pro- 
tracted fight over the NRA code for 
the advertising agency business, and 
one of the primary purposes of the 
new association will be to help in 
ironing out difficulties which are now 
preventing definite formulation of 
this code. 

It is understood that no public 
hearing on the proposed agency code 
will be held by NRA officials, and all 
action will be held in abeyance, until 
the new I. A.A. A. has had an oppor- 
tunity to demonstrate its fitness as a 
representative trade body in the ad- 
vertising agency field. 

While dissolution of existing code 
difficulties is the immediate objective 
of the association, the organization is 
intended to occupy a permanent place 
in the agency field, and has laid down 
this five-fold purpose: 


Five-Fold Program 


“(1) To promote interests of the 
advertising agency industry; (2) to 
promote a better understanding of 
advertising agency services and prac- 
tices; (3) to bring about a better at- 
titude toward ethics in advertising 
and truth in advertising; (4) to 
promote a better understanding be- 
tween publishers and other mediums 
owners, and advertising agencies and 
advertisers; (5) to cooperate with 
governmental and other bodies to- 
ward better service to the public so 
far as this is affected by advertising 
agencies.” 

It is understood that one of the 
subjects which will be given much at- 
tention by the new group is that of 
agency recognition by medium 
owners. 

Membership in the new organiza- 
tion is to be thrown open to all agen- 
cies throughout the country, large or 
small, Mr. McDonald pointed out, 
emphasizing particularly that the or- 
ganization is in no sense to be a 
“small agency” group. “Insofar as 
the institute is concerned,” he said, 
“there is no difference in the size of 
the agency nor in its membership, so 
long as they are agencies which de- 
serve to be classed as such.” 


Dues Are Small 


Dues in the new organization will 
range from a minimum of $24 for 
agencies billing less than $50,000 an- 
nually, to a maximum of $132 for 


agencies billing $500,000 or more an- 
nually, and the administrative setup 
of the organization will be split into 
divisional groups, coinciding with 
the twelve Federal Reserve districts. 
D. I. McDonald, who has taken over 
complete charge of organization and 
membership effort, has had a varied 
experience in advertising, publishing 
and agency work. He was secretary 
and business manager of Greig & 
Ward, Inc., Chicago agency, until 
1923, when the business was discon- 
tinued. Shortly thereafter he joined 
the staff of the Curtis Publishing 
Company, where he was in charge of 
all agency relations in the west for 
Curtis’ Chicago office for almost six 
years. More recently he has acted 
as advisor to agencies and as busi- 
ness manager of WLS, Chicago. 


Named to Committee of 


California All-Year Club 


Ross Welch, advertising manager, 
J. W. Robinson Company, and A. C. 
Galbraith, assistant vice-president, 
Union Oil Company, have joined the 
advertising committee of the All- 
Year Club of Southern California. 

Other members of the committee 
are John B. Browne, Ambassador 
Hotel; Paul S. Armstrong, California 
Fruit Growers Exchange; Don Fran- 
cisco, Lord and Thomas; Guy Rowell, 
Biltmore Hotel, and Don Thomas, 
managing director, All-year Club. 


“Nature” Appoints 


Nature Magazine, Washington, 
D. C., has appointed Paul A. Meyers 
& Associates, Chicago, as western 
representatives. 


Clothespins Are 
Used As Premium 


New York, Dec. 14.—To pep up sales 
in selected cities, including New 
York this week, General Foods Cor- 
poration is using an offer of two 
dozen hardwood clothespins free with 
every three packages of La France 
blue flakes. 

The idea behind the commonplace 
gift is that housewives are frequently 
remiss in buying the incidental 
clothespins and that a moment’s 
thought before the display in the 
grocery store is enough to impress 
them with the value of saving a few 
pennies and possible washday incon- 


venience later. In addition, the 
clothespin offer is attractive because 
the premium item is of somewhat 
higher quality than those frequently 
bought by the home-maker. 

Several cities, including Chicago, 
Denver, Cleveland, Cincinnati and 
Philadelphia have been covered by 
the offer. Newspaper copy announc- 
ing it gives secondary stress to La- 
France’s major theme, the shorten- 
ing of the home washing job by one 
complete step, the bluing rinse. 

Young & Rubicam, Inc., is placing 
the advertising. 


Marks Anniversary 
Will J. Feddery celebrated his 
twentieth anniversary as Cleveland 


representative of Hardware Age 
Dec. 15. 


is the New NECALLS? fl 


OME of the things we have heard recently from our advertisers are printed 
below. And also some testimony from our own editorial department about the 


increase in mail from readers. 


What’s the quickest way to explain these increases? 

Advertising is appropriately placed in McCall’s new triple make-up in order to 
take advantage of the mood the editorial matter creates in the reader. 

Because of new editorial make-up, readers go through McCall’s page by page, 
from cover to cover. Advertising is highly visible. 

If you’re using McCall's, you know what it does. If you want to know, we have 
a summary of results we will put in the mail to you. Address McCall’s Magazine, 


230 Park Avenue, New York City. 


85% MORE RETURNS... 


A manufacturer of a toilet goods specialty appearing in February 
and March 1933 issues used the same sized space and copy in 
three other women’s magazines. This advertising appearing in 
the Style & Beauty Section of McCall’s produced 85% more 
returns than the next nearest magazine. 


43% INCREASE in COUPONS 


A manufacturer of beauty preparations, using the same copy 
appeal and space unit in October and November Style & 
Beauty Section of McCall’s, had 43% increase in coupons as 
compared with the same months of the previous year and the 
old type make-up. 


60% INQUIRY INCREASE 


In our own experience, the number of requests per thousand 
readers for editorial material and booklets on cookery and diet 
offered in McCall’s Homemaking has increased 60% since the 
introduction of the new triple magazine with its special section 
devoted to such material. 


10¢ COUPON 23% BETTER 


A large cosmetic advertiser who used the same space unit in 
October and November 1931 and October and November 1932 
with the same type of copy appeal and a ten-cent coupon received 
23% more returns in the two months of 19382 under the new 
make-up than in the same months of 1931. 


79% INQUIRY INCREASE 


The number of requests per 1000 readers for editorial service 
material and booklets offered in the Style & Beauty Section of 
McCall’s has stepped up 79% under the new make-up. This is an 
indication of the increased interest in McCall’s and its increased 
ability to move readers to action. 


TWICE as many 9¢ COUPONS 


A manufacturer of a food product appeared in the Homemaking 
section of April 1933 McCall’s with a nine-cent coupon. The same 
copy and size of space appeared in four other leading women’s 
magazines. McCall’s produced over twice as many coupons as 
the next nearest publication. 


75% BETTER than OTHERS 


Coupon response to an advertisement of a food product appearing 
in the Homemaking section of February and March McCall’s 
was greater than the response received from a weekly and from 
two other women’s magazines. It exceeded the returns from 
the next nearest magazine by 75%. 


41% BETTER VISIBILITY... 


In Dr. Starch’s independent survey, based on experience with 
over 50,000 magazine readers (not a McCall financed investiga- 
tion), it was discovered that the number of readers who see the 
average advertisement has increased 41% since the introduction 
of the new style advertising and editorial make-up. 
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New Decision in 
Comic Strip War 

The contract by which the Wash- 
ington Post agreed to purchase “The 
Gumps” and other comics from the 
Chicago Tribune Syndicate was not 
assignable, Justice Bailey, of the Su- 
preme Court of the District of Colum- 
bia has ruled. Under a temporary 
injunction, however, the Post is still 
running the comics. 

Advertising of all kinds has been 
brought into play to inform a con- 
fused public where they may find 
their favorite strips. 


Basham in Accident 
Thomas E. Basham, Basham Ad- 
vertising Agency, Louisville, Ky., 
broke his shoulder when he slipped 
on a flight of icy steps Dec. 13. 


VL 


_ Advertiser xplores 


Australia in 


Fresh Bid for 
Yankee Travel 


San Francisco, Cal., Dec. 14.—A 
special campaign for the Australian 
National Travel Bureau will break 
late in the spring, according to the 
local office of Campbell-Ewald Com- 
pany, agency in charge of the bu- 
reau’s advertising. The aim of the 
campaign will be to publicize Mel- 
bourne’s Centenary Celebration, 
scheduled for next October, and to 
bring Americans “down under” to 
take part in that celebration. 

An epochal stunt planned for i 


= Gas Rae CES 


er 


will be an air race from England to 


Melbourne. Crack British pilots will 
be entered, and it is hoped that sev- 
eral of the United States’ far-famed 
flyers will take part. 

If feasible, it is planned to spon- 
sor another England-to-Melbourne 
race in honor of the celebration, in 
which American air transport line 
would fake part. 


Appoints L. E. Shears 


Loren E. Sears, formerly with 
Lord & Thomas, George L. Dyer 
Company, Wm. H. Rankin Company, 
and Reincke-Ellis-Younggreen and 
Finn, has joined the Addressograph- 
Multigraph Corporation, Cleveland, 


as assistant to W. K. Page, general 
sales manager, in charge of advertis- 
ing and sales promotion. 


THE NATIONAL GEOGRAPHIC 


Dedicate G-E Institute 


The new General Electric Institute 
at Nela Park, Cleveland, embodying 
the facilities and functions of the 
former General Electric Kitchen In- 
stitute and General Electric Lighting 
Institute, will be dedicated Dec. 22. 


Publisher Moves 


The Business News Publishing 
Company, Detroit, will move to its 
own building at 5229 Cass Ave., as 
soon as extensive alterations have 
been completed. 


Stahl-Meyer Appoints 

Stahl-Meyer, Inc., New York, meat 
and pork products, has appointed 
W. I. Tracy, Inc., New York. News- 
papers and magazines will be used. 


HA4e he, WIDESPREAD INTERESTS 


He is excited. In a typical American community of 
10,000 families, he discovers that 63.8% of the 
women’s-club members, 48.3% of the golf-club mem- 
bers, 34% of the athletic-club members, 43% of the 
officers and directors of banks, 40% of the hospital 
staff, and 80% of the board of education are members 
of The National Geographic Society and thus enthu- 


siastic readers of National Geographic Magazine. 


His quest doesn’t end. 


He discovers that National 


Geographic readers are important new-car buyers in 


the community; that 42.7% of the cars in the price 


group of Cadillac, La Salle, Lincoln, Packard, 


NATIONAL GEOGRAPHIC 


Franklin, and Pierce Arrow; 23.8% of the cars in the 
price group of Chrysler, Buick, Nash, Studebaker, 
Hupmobile, Reo, Graham, and Willys Knight; that 
20% of the cars in the price group of Dodge, Olds- 


mobile, Pontiac, De Soto, Auburn, and Hudson; and 


that 15.3% of the cars in the price group of Ford, 
Chevrolet, Plymouth, Essex, Willys, and Rockne 
were bought by Geographic readers. 


What widespread interests! What a broad market! 
Your advertisements in National Geographic will 


reach a million leading, SPENDING families at 


extraordinarily low cost... Explore! 


MAGAZINE e Washington, D. 


WHAT AND HOW 
THEY PURCHASE 


Los Angeles, Cal., Dec. 14.—Col- 
lege students’ outlook on life was 
revealed at the third and final of 
three customers’ conferences held at 
the University of Southern Califor- 
nia under the auspices of the Adver- 
tising Club of Los Angeles, when 
results of 3,000 questionnaires to 
collegians were made known. 

Eighty per cent of the students 
dislike to be offered a substitute in 
place of a specified brand. The col- 
lege youths voted two to one in favor 
of true-to-life illustrations in adver- 
tising. The vote among older folk 
recently queried was four to one in 
this regard. 

Eighty per cent of the students 
disapprove of advertising which de- 
picts smoking as_ fashionable or 
“smart” among young folk. In 
answer to the question, “How shall 
the advertiser reach the prospective 
customer?” the answer was _ over- 
whelmingly in favor of newspapers, 
with college publications in fourth 
position. 

The questionnaire showed that the 
college students will invest, when 
their means permit, in the following, 
in the order given: Home of their 
own, bank savings, insurance, an in- 
expensive car. 

The debates, with college students 
providing the oratory, developed the 
decision from judges that radio ad- 
vertising, as now used, is desirable; 
that instalment buying is advisable, 
and that increased advertising effort 
would speed recovery. 


Hopkins Replies 
To Bruce Barton 


Washington, D. C., Dec. 14.—Bruce 
Barton’s newspaper story opposing 
government ownership of anything 
aroused the ire of Harry L. Hopkins, 
administrator of the Civil Works Ad- 
ministration. Mr. Hopkins said “that 
kind of talk makes me tired.” 

He added: “From some of the ad- 
vertisements I have seen, perhaps it 
wouldn’t be a bad idea for the gov- 
ernment to take over the advertising 
business.” 


Jacobs List Named for 


“Southern Cultivator” 


Jacobs List, Inc., with headquar- 
ters in Clinton, S. C., has been named 
advertising representative of South- 
ern Cultivator, the oldest farm paper 
in the south. 

Southern Cultivator, which was re- 
cently acquired by Messrs. Clark 
Howell, Sr. and Jr., publishers of the 
Atlanta Constitution, now combines 
the form ° circulation of the Culti- 
vator and the Tri-Weekly Constitu- 
tion, and is guaranteeing 70,000. 

The publication, which is a 
monthly, will continue to be pub- 
lished in Atlanta. 


Corsan to Pittsburgh 


Dan Corsan, former assistant ad- 
vertising manager of Buick Motor 
Company has joined the automotive 
advertising department of the Pitts- 
burgh Post-Gazette. 


Durwyllan to Reach 


Durwyllan Company, Paterson, 
N. J., manufacturer of brake lining 
and automotive accessories, has ap- 
pointed the Chas. Dallas Reach Ad- 
vertising Agency, Newark, N. J. 


Becker’s New Work 


Robert Becker, recently with Henri, 
Hurst & McDonald, Chicago, has 
joined the advertising department of 
the Addressograph-Multigraph Com- 
pany, Cleveland. 


Drop Mail Service 
Sampson & Murdock, Boston, will 
discontinue their direct mail depart- 
ment the first of the year, but will 


continue their directory business. 
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OTHER LAWS SEEN 
AS FOLLOW-UP ON 
FOOD, DRUG BILL 


Tugwell Bill Shows Legis- 
lative Trend, Is View 


Cleveland, O., Dec. 13.—The Tug- 
well bill, which has aroused such 
great discussion and opposition on 
the part of many advertisers, is 
merely a symptom, indicating the 
probable trend of future proposed 
legislation, G. D. Crain, Jr., publisher 
of ApverTiIsING AGE, told the Cleve- 
land Advertising Club today. 

“Because we may be assured that 
other legislation for the regulation 
of advertising will be proposed, and 
that all types of advertisers will ul- 
timately be affected by the present 
disposition of the federal govern- 
ment to undertake control of adver- 
tising,” he said, “it is up to our in- 
dustry to provide its own facilities 
for the elimination of objectionable 
copy if we do not want the govern- 
ment to do it through laws which 
may prove hampering, restrictive 
and unfair to legitimate business.” 


Much Already Done 


A great deal of progress has al- 
ready been made in the direction of 
self-regulation of advertising, Mr. 
Crain said, pointing to the provision 
for controlling dishonest or fraudu- 
lent advertising in the code of the 
Periodical Publishers’ Institute, the 
policing of advertising through the 
National Better Business Bureau and 
its 52 local branches, the copy codes 
of the business press and the out- 
door medium, and the fine work done 
by many individual publications in 
supervising and controlling advertis- 
ing copy submitted to them for pub- 
lication. 

“The most effective opposition to 
the demand for government con- 
trol,” he concluded, “will be pro- 
vided through the establishment of 
effective machinery for eliminating 
objectionable advertising at the 
source, before it gets into circula- 
tion. The various groups of pub- 
lishers and other owners of medi- 
ums can provide this machinery, and 
by so doing will forestall what may 
prove to be a demand for general 
regulation of advertising through 
governmental bureaus.” 


“New York Press” Has 
Change of Ownership 


New York Press, Inc., and Howard 
Publications, Inc., have sold trade 
mark and publication rights of the 
New York Press to the Imperial Pub- 
lishing Company, 11 West 42d St., 
New York. 

John Gardner, business manager, 
said there would be no change in 
policies of the publication, a weekly 
racing and theatrical paper, except 
reorganization of the racing depart- 
ment. 


Col. F. Feigl, Former 
Publisher, Passes On 


Colonel Fred Feigl, 66, who retired 
several years ago from publishing in 
order to devote his time to military 
activities, died in New York Dec. 9 
of heart disease. 

He came to New York from Hous. 
ton, Texas, in 1892 and served several 
newspapers in editorial capacities be- 
fore founding the Tammany Times in 
1893 in association with his brother, 
Captain George Feigl. The name of 
the publication was changed in 1918 
to the Political Review. 


To Mitchell-F aust 


Stanley H. Jack, until recently sec- 
retary of the Russell C. Comer Adver- 
tising Company, Kansas City, has 
joined the staff of Mitchell-Faust Ad- 
vertising Company, Chicago. 


Names Representatives 
The Bethlehem, Pa., Globe-Times 
has appointed DeLisser, Boyd & Ter- 
hune, Inc., national advertising rep- 
resentatives, effective Jan. 1. 


Ric-Wil Appoints 
Advertising of the Ric-Wil Com- 
pany, maker of underground conduit 
systems, Cleveland, has been placed | 
with the Krichbaum-Liggett Com- 
pany, Cleveland. Trade papers and 
direct mail will be used. 


“Post” Picks McDevitt 


The New York Evening Post, which 
was purchased last week by J. David 
Stern, publisher of the Philadelphia 
Record, has appointed George A. Mc- 
Devitt Company as national represen- 
tative. 


A. N. A. Board Meets 


Cadillac on Air 
With Symphonies 


Detroit, Mich., Dec. 14.—Sunday 
evening, Dec. 17, Cadillac Motor Car 
Company will inaugurate a weekly 
series of symphony concerts over the 
National Broadcasting Company blue 
network. 

The broadcasts, from 6 to 7 p. m., 
EST, will extend through March 11. 
Each week a new conductor and 
guest star will appear. Among the 
conductors scheduled are Bruno 


directors of the Association of Na- 
tional Advertisers was held in New 
York Dec. 14. 


A meeting of the new board of | Walter, who will direct the first pro- 


|gram, Walter Damrosch, Leopold 
Stokowski and Ossip Gabrilowitsch; 


| and among the artists, Jascha Hei- 


fetz, Rosa Ponselle, Tito Schipa and 
Lily Pons. 


Exhibit Managers to 
Meet in New York 


The National Association of Ex- 
hibit Managers held its fourth an- 
nual meeting in New York Dec. 
15-16. 

Lincoln G. Dickey, of the New 
York Convention and Visitors’ Bu- 
reau, 500 Fifth Ave., was in charge 
of the program. 


Hallenbeck’s New Work 


Ernest A. Hallenbeck, former pres- 
ident of the Soil Products Company 
and Hallenbeck-Klein-Hutchins, Inc., 
direct mail agency, has joined Re- 
liance Graphic Corporation, New 
York, as vice-president. 


Hauser Joins “Debate” 


Milton Hauser, former associate 
editor of the Penn Zone Sentinel, has 
been appointed advertising manager 
of Debate, a new national magazine 
with offices at 122 E. 42nd St., New 
York. 


Vanderbilt Promoted 


Spencer Vanderbilt has been made 
secretary and member of the board 
of directors of the Sun Advertising 
Company, Toledo. He has been with 
the company as head of the copy 
department since March. 


Elected to A. A. A.A. 


Henri, Hurst & McDonald, Inc., 
Chicago, has been elected to member- 
ship in the American Association of 
Advertising Agencies. 


“T have the 


Cc. L. BURTON 
President 


The Robert Simpson Oo. Limited 


ighest opinion 
of Maclean’s Magazine. I read it myself 
and most of my friends read it.” 


F YOU have a product or a service to sell to Canadians you 


should know all about Maclean’s. It is important to you. It 
offers you the most effective and economical single method 


for promoting the sale of a nationally distributed product, 


The effectiveness of Maclean’s as an advertising medium lies in 
the influence which it exerts upon the Canadian public. Over a 
period of years Maclean’s has become established as Canada’s 
national magazine. Its growth has been steady and lasting, because 
it has been accomplished by giving Canadians a good magazine 
—a magazine they like and respect and recognize as distinctively 
their own. | 


Maclean’s—Canada’s National Magazine 
Head Office: 481 University Avenue, Toronto; Branches: Montreal, Chicago, New York 
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to the tentative plans. 


Gre y yhound to 
General magazines and newspa- 


Change Appeal pers will once again be the principal 

| mediums used, the list including 17 

In 1934 Copy | magazines, and newspapers in prac- 

| tically every major city in the coun- 

try. Hundreds of small town news- 

Cleveland, O., Dec. 14.—Greyhound | papers will be used in addition to 
Lines will increase their 1934 adver-| the major journals. 

tising appropriation approximately| Beaumont & Hohman handle Grey- 

25 per cent over the 1933 allocation.| hound advertising. 
This means that nearly $1,250,000) In general, the economy theme will 


| want b be spent next year, according 


Decer 


be subordinated in 1934 to “conven- 
ience,” “speed” and straight selling 
messages. Greyhound copy will once 
again lean strongly to color. 

Another innovation tentatively 
planned for the new campaign is a 
direct appeal for commercial busi- 
ness, the aim being to sell sales 
managers on the idea of having their 
men use buses in place of private 
automobiles. The new package ex- 
press service will also come in for a 
measure of attention. 


INTERVIEW: 


eel’m going to outfit my entire family with 
said W. W. Eral, Poca- 


hontas, Iowa, farmer. **We're also going to 


new winter clothes,”* 


fill the pantry with groceries . . . including 
five sacks of flour, two sacks of sugar... 
andnumerousotheritems. Besides that we're 
going to buy some new home furnishings, 
such as: complete bedding material, cur- 
tains, kitchen utensils, dishes, silverware, 


linens and some furniture.”* Mr. Eral also 


With Paris & Peart 


John Bennett Bissell, formerly 
president of Bissell & Land, Inc., has 
joined Paris & Peart, New York, as 
account executive. 


Henderson to Lavin 


M. L. Henderson, formerly with 
the Blackman Company, New York, 
has joined Lavin & Co., Boston 
agency, as service director and as- 
sistant account executive. 


w. w. Eral, Sesalitiaets seid receives first loan sal $585.00 on 1300 bushels of corn. 


Over 4 Million Loaned To Date 


stated that, “seventy-five per cent of the 
farmers need new cars. Farm owners will 


also use this new money to make needed 


building repairs, build new fence and other 


farm improvements.?? 


Thousands of Dollars Are 
Pouring Into Iowa Counties 


ae . .$218,534.65 Boone........ $121,222.35 
Woodbury. 191,280.00 Polk . 114,379.95 
Greene.. 187,526.00 Kossuth.. . 113,069.00 
Calhoun... 188,168.80 Palo Alto...... 105,680.25 
Webster. 168,822.40 Harrison. . . 105,616.00 
Tama... 167,986.45 Hardin.. . 102,974.80 
Benton. 150,410.20 Carroll. 109,265.45 
Dallas... . 149,548.70 Clinton. . 81,337.45 
Cherokee... .. 140,521.50 Wright.. 80,250.20 
Grundy....... 128,004.25 Clay.......... 76,914.45 


Loans have been made in 92 out of lowa’s 99 counties 


NEW MONEY, more than $60,000,000 of the $100,000,000 
U. S. Corn-Hog Loan money, will be paid into the pockets 
of Iowa farmers within the next 90 days! 


There’s no fooling about this lowa corn money. It’s rolling 
in... millions of it... real, honest-to-goodness spendable 
cash. And these farmers are really spending it! The mer- 
chants they trade with, the mechanics, doctors, lawyers and 
others who serve them are, in turn, sharing in this new 
money. 


Up and down the line .. . farmer, merchant, jobber and 
wholesaler . . . they know at first hand the tremendous in- 


fluence and acceptance of The Des Moines Register and 
Tribune. 


The quickest, easiest and most inexpensive way to reach 
this new buying power in Iowa is through this newspaper. 
1933 circulation ... daily and Sunday ... exceeds the peak 
year of 1929. Alert manufacturers will lose no time in making 
a major bid for increased 
business in lowa through 
the blanket coverage of The 
Register and Tribune. 


One hundred million dol- 
lars is one-fifth of all the 
money spent last year by 
Iowa’s 214 million consum- 
ers. It is equivalent to a mil- 
lion dollars per county for 
every county in the state. It 
is an average of $486.00 cash 
for every farm family in Lowa. 
It is 15 times as much money 
as the average cotton produc- 
ing state received from the 
government. It is 30 times as 
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much money as the average 
wheat producingstatereceives 
from the government. 
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TALON CLOSURE 
GIVEN NEW USEF 
IN MEN'S WEAR | 


New York, Dec, 14.—With many 
less reactionary markets already Ne 


won, the Hookless Fastener Com. uine 
pany, Meadville, Pa. has opened mode 
fire with a campaign which it hopes mate 
will reconcile men to a revolution- in ct 
ary change in their clothing. Dona 

The second full page in the Satur- West 
day Evening Post, appearing this pany 
week, predicted that in the future tect 
the well-dressed man will wear spok 
“Talon-Tailored Trousers.” tors 

“It’s a wonder men have put up 7 
so long with the ugliness, the wrin- com! 
kled, gaping thickness of the button Doh! 
closure in trousers,” the advertise- since 
ment continued. “They need not any for 
longer. This little special Talon base 
fastener for trousers has changed all “a 
that. And thousands of men, wear- life 
ing Talon-Tailored Trousers today, type 
have welcomed the change.” life. 

The direct mail copy is franker. sciel 
One folder shows illustrations of men grea 
“in typically casual American pos- fore 
tures,” exhibiting bulges, gaps and be ¢ 
wrinkles where buttons are used. pres 

Three Use Product rat 

Three leading clothing companies, and 
the Geyer-Cornell Company an- NM 
nounced, will equip their 1934 mod- tim 
els with the Talon closure. They trat 
are B. Kuppenheimer & Co., Brae- swi 
burn of Rochester, and Fashion Park pro 
Associates. At least one of these, tur 
however, is confining use of the of 
Talon Fastener to young men’s fro 
clothes except where dealers specify ma 
it on others. out 

All of these companies will do des 
some promotion on the new closure, sir 
following the pattern made available lus 
by the manufacturer’s own advertis- bil 
ing. sa’ 

The Hookless Fastener Company me 
has created a new fastener, espe-_ . art 
cially adapted to special require- ea 
ments, for every industry it has en- 
tered, and the clothing trade is no 
exception to this rule. As a safe- 
guard against improper applications, is 
the company stipulates that a man- th 
ufacturer must get specific permis- . pr 
sion before incorporating any Talon ni 
closure in his product. 

Early in 1983 the company m 
launched a specially designed fas- ar 
tener for women’s corsets and lin- id 
gerie. This followed successful cam- o! 
paigns for Talon, in special light of 
weights, for evening gowns and bi 
other garments. The children’s gar- Dp! 
ment field has proved a_ prolific al 
source of business, Talon reaching s] 
its maximum usefulness and volume 
here. re) 

Heavy trade paper advertising is d 
credited with the rapid acceptance fe 
of the Talon fastener in many fields. d 

b 
Cochran, Douglas, Sewall : 

Are Shifted by Goodrich 

James J. Cochran, assistant adver- ’ 
tising manager of the tire division, i 
has been appointed assistant man- t 


ager of Goodrich Silvertown, Inc., re- s 
tail sales department of the B. F. 
Goodrich Company, Akron, Ohio. 

Mr. Cochran succeeds R. C. Doug- 
las as assistant to J. A. Hoban, man- 
ager of retail sales, while Mr. Doug- 
las goes to Pittsburgh to join the 
Gulf Refining Company. 

William Sewall, sales promotion 
manager of the associated tire line 
of the company, has been assigned 
to the Akron staff of the petroleum 
sales department. 


Elect Fitzgerald 


John T. Fitzgerald, Reynolds-Fitz- 
gerald, Inc., was elected president of 
the Newspaper Representatives Asso- 
ciation of Chicago Dec. 11. Mr. Fitz- 
gerald and the regular ticket, per- 
sonnel of which was recently printed 
by ADVERTISING AGE, had no opposi- 
tion. 


——<—- - — 


Cochran Is Dead 


John C. Cochran, 88, who retired } 
as publisher of the American Exz- dem 
porter, New York, in 1905, died last 
week at his home in Brooklyn. 
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GENUINE ART IS 
FUNCTIONAL. IS 
DOHNER THEORY 


New York, Dec. 14.—Art is gen- 
uine only if it is functional and is 
modern only when it utilizes modern 
materials and meets a definite need 
in contemporary life, according to 
Donald R. Dohner, art director of the 
Westinghouse Electric & Mfg. Com 
pany, and Frederick J. Kliesler, archi- 
tect and furniture designer, who 
spoke Monday before the Art Direc- 
tors Club of New York. 

“T am not interested in what is 
commonly called ‘modern art,’” Mr. 
Dohner declared. “Any art that is 
sincere and honest will be modern, 
for trivial art dies and vital art, 
based on human needs, survives. 

“Artists who paint lemons in still- 
life classes are giving us a vicarious 
type of beauty totally unrelated to 
life. We are living in an age of 
science, industry and commerce. Our 
great inspirational art must there- 
fore be industrial. Boulder Dam will 
be one of the great art works of the 
present day. If Michelangelo were 
alive now, he would find his inspira- 
tion not in religion, but in industry 
and science.” 

Mr. Dohner devoted most of his 
time to showing lantern slides illus- 
trating refrigerators, air conditioners, 
switchboards and other electrical 
products of the past, present and fu- 
ture, while commenting on methods 
of designing so as to be practical 
from the standpoints of cost of 
manufacture and utility. He pointed 
out that some of the best modern 
designs are inspired equally by de- 
sire for artistry and economy, as il- 
lustrated by stream-lined automo- 
biles, ships and railway cars, which 
save power, and vacuum cleaners 
made of composition materials, which 
are not only more beautiful but 
easier to work with. 


New Conception of Home 


Also declaring the final test of art 
is its usefulness, Mr. Kliesler said 
the greatest art problem of today is 
presented by housing and house fur- 
nishings. 

“Based on the principle of maxi- 
mum usefulness for minimum effort 
and space,” said Mr. Kliesler, “the 
ideal house would be built around 
one central room. Partitions, instead 
of being solid and immovable, would 
be flexible and adjustable, so that 
privacy could be had when desired 
and the whole thrown into one great 
space when needed for entertaining. 

“The home should be a generator 
of energy, a place to relax from the 
day’s work. Each member of the 
family is entitled to privacy when he 
desires it and it cannot be achieved 
by the present plan of set, box-like 
rooms, separated by thick, solid 
walls.” 

At the present time Mr. Kliesler is 
working on indoor lighting in the 
hope of transferring emphasis from 
the fixture to the light itself. 


“Star-Times” Promotes 


Kaye; Acquires Parker 


Arthur E. Kaye, advertising direc- 
tor and member of the board of direc- 
tors of the St. Louis Star-Times, has 
been made business manager of the 
paper. 

He will fill the vacancy created by 
the resignation of Frank D. Mc- 
Donald, who left the organization last 
October to become secretary of the 
St. Louis Newspaper Publishers’ As- 
sociation. 

William S. Parker, formerly with 
the Birmingham Post, the Memphis 
Press, and the East St. Louis Journal, 
has been made advertising manager 
of the Star-Times. 


Picks Jay H. Maish 


Advertising of the Gummed Prod- 
ucts Company, Troy, O., maker of 
Trojan gummed papers, cloth and 
fabric box tapes and Sterling sealing 
tape, has been placed with Jay H. 
Maish Advertising Agency, Marion, 
Ohio. Magazines, newspapers, and 
direct mail will be used. 


“Hungarian News” 
Changes to Daily 


The Hungarian News, Cleveland, a 
weekly newspaper, will become a 
daily beginning with the issue of 
Dec. 16. 

Max Zucker, former advertising 
manager of Szabadsag, Hungarian 
daily, has joined the Hungarian News 
in charge of advertising. 


Wines and Spirits 


to Go on Parade 


A wine and spirits show will be 
opened to the trade and the consum- 
ing public at the Hotel Astor, New 
York, Dec. 18-21. 

Gordon M. Vander Beek, managing 
director, Wine and Spirits Show, Inc., 
may be reached at the Hotel Astor. 


Milwaukee in 
Campaign for 
One More Gift 


Milwaukee, Wis., Dec. 14.—Spon- 
sored by the Women’s Division of the 
NRA and the Retail Division of the 
Association of Commerce, a cam- 
paign to induce every Milwaukee res!t- 
dent to “Give an extra gift this 
Christmas” is being waged in every 
known advertising medium. The 
Milwaukee Journal is cooperating. 

Eight full-page advertisements will 
appear in this newspaper. In addi- 
tion, window cards, radio broadcasts 


over Station WTMJ, street car cards, 


electric signs, outdoor posters and 
many other promotion helps are 
being donated. 

An interesting feature is the use of 
services of mail carriers. By ar- 
rangement with the Milwaukee Post 
Office, unaddressed direct mail is 
being delivered to every home in the 
city. 

The basic appeal for the “extra 
gift” campaign is revealed by this 
excerpt from the newspaper advertis- 
ing: 

“Add a few items to the jolly 
jumble of mysterious packages under 
the Christmas tree. Put Aunt Tillie 
and Uncle John back on the list. 
Then remember the fellow who used 
to work beside you. Every new name 
on the list will add to the confidence 
and happiness and good cheer that 


are in the air these fine ‘New Deal’ 
days. 

“If you and 100,000 other Milwau- 
keeans become imbued with the ‘New 
Deal’ Christmas and add one person 
to each of their gift lists, that would 
be 100,000 extra purchases from the 
city’s stores, which are supplied by 
the factories which may employ you 
and your neighbors and many of your 
friends.” 


Oxford Adds Outlet 


Oxford Paper Company has an- 
nounced that its line of enamels and 
uncoated papers will hereafter be 
handled in Chicago by both Bradner 
Smith & Co., and Birmingham & 
Prosser. The former company has 
just taken on the line, while the lat- 
ter has handled it for some time. 
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FEDERAL BRILLIANT CO. 


By W. D. KRUPKE 
General Sales Manager 


And now—a twenty million bonus circulation for ad- 
vertisers on Chicago’s “Skyline of Signs”! 


True—every advertiser now represented on Chicago’s 


“Skyline of Signs” is there because of its normal circulation 
of 500,000 daily. That, in itself, they know is a real buy. 


But now—with Chicago’s 1934 World’s Fair just ahead, 
and with Chicago’s “Skyline of Signs” showing head-on to 
the World’s Fair grounds—‘Skyline of Signs” advertisers 
will enjoy a twenty million bonus circulation during the 
coming summer months—twenty million people in attend- 
ance at the Fair! 


Shown here are a few of the ad- 
Vertisers now 
cago’s “Skyline of Signs”—visible 
evidence of Federal leadership in 
the electrical advertising field, and 
—what is most important—visible 
evidence of the acceptance of Chi- 
cago’s “Skyline of Signs” by lead- 


represented on Chi- 


national advertisers as a vital 


force in their advertising programs. 


We invite you too to profit from 


new force in advertising — a 


“Skyline of Signs” fast becoming 
known throughout the world — 
driving home your message to 
500,000 consumers both night and 


(for Federal 


“spectaculars” 


have not only night value, 
have day value as well.) 


And we invite you to profit from 
the twenty million bonus circula- 
tion to be enjoyed by “Skyline of 
Signs” advertisers during Chicago’s 


1934 World’s Fair. 


Advertisers are joining Chicago’s 
“Skyline of Signs” because they are 
interested in reaching Chicago’s 


buying population— chile it 
the buying path! 


Choice locations are availabl 
your consideration. 
you more about them. 


FEDERAL ELECTRIC COMPANY 
CLAUDE NEON FEDERAL COMPANY 


“aal: 
ce 225 NORTH MICHIGAN AVENUE CHICAGO 
‘= ‘ CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS — LEXINGTON 
LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA 


Subsidiaries : 


St. Louis and 
Kansas City, Mo. 


CLAUDE NEON FEDERAL 
CO. OF OKLA. 
Oklahoma City, Okla. 


Wichita, Kansa 


Ask us to tell 


CLAUDE NEON FEDERAL 
CO. OF KANSAS 


Twenty Million 


Bonus Circulation 
for Advertisers on Chicago’s “Skyline of Signs 
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Eugene Has Club 


The Eugene, Ore. Advertising 
Club was recently reorganized with 
the aid of Walter May, of Portland, 
president of the Pacific Advertising 
Clubs Association, and Merriman 
Holtz and John Hutson of the Port- 
land Ad Club. Karl Washburn, ad- 
vertising and sales promotion man- 
ager, McMorran and Washburn, is 
acting president of the club. 


Three to Gunnison 


Advertising of the Eopa Company, 
San Francisco, maker of homeo- 
pathic remedies, using newspapers; 
Kiawanda Distributing Company, San 
Francisco, using radio; and Animal 
Remedies Company, San Jose, using 
newspapers, has been placed with 
Stanley E. Gunnison, San Francisco. 


New Advertising 
Council Set Up 
For Movie Field 


| New York, Dec. 14—A new adver- 
| tising advisory council has been or- 
| ganized by Motion Picture Producers 
|and Distributors of America, Inc., 
'of which Will H. Hays is president. 

The new council, which will devote 
itself primarily to enforcing the reg- 
ulations on advertising and publicity 
recently promulgated by Mr. Hays’ 
office, will be headed by J. J. Me- 
Carthy, who has handled advertising 
and publicity for a number of the 
most important motion picture pro- 


ON JANUARY 2nd we will open our Chicago 
headquarters occupying the eighteenth 


floor of the Wrigley Building. 


This new unit of Castle Films is inaugu- 
rated to facilitate the production, distribu- 
tion and servicing of Business Motion Pic- 
tures for our clients in the Middle Western 


and Central States. 


Mr. Walter A. Rivers, for eleven years 


ductions released during the past 16 
years. 

Other members of the council are 
Howard Dietz, MGM, S. Charles Ein- 
field, Warner Bros., and John C. 
Flinn, Paramount. Lester Thomp- 
son has been named assistant to Mr. 
McCarthy on the council. 

“The purpose of this department 
is to render service and advice in 
connection with motion picture ad- 
vertising and exploitation to the 
point of eliminating the objectionable 
features in all types of motion pic- 
ture advertising,” Mr. Hays declared 
in announcing the new organization. 


Ruppert to Esty 
Advertising of the Jacob Ruppert 
Brewery, New York, has been placed 


with William Esty & Co., New York. 


Chicago to Hold 
Usual Holiday Party 


In spite of the fact that the Chi- 
cago Advertising Council is in the 
throes of a reorganization, the an- 
nual Christmas party of Chicago ad- 
vertising men and women will be 
held as usual. The date is Dec. 21, 
the place, Hotel Sherman. 

H. K. Clark, of the New York Sun, 
is in charge of reservations at $2 a 
plate. As in the past, proceeds will 
go to the Off-the-Street Club. 


Roney with Franklin 


Lawrence §. Roney, for many 
years with the Charles Blum Adver- 
tising Corporation, has joined the 
service department of the Franklin 
Printing Company, Philadelphia. 


production manager of Castle Films on the 
westcoast, will bein like capacity inChicago. 


Mr. J. Alexander Leggett, sales manager 


in our New York office, will have charge of 
Mid-West sales with headquarters in Chi- 
cago. Mr. Charles Charlton,'formerly with 
Pathe Review and for the last three years 


in charge of our technical work, will super- 


vise the servicing division of our new unit. 


CASTLE 


Producers @ Distributors e Exhibitors e BUSINESS MOTION PICTURES 
Wrigley Building, Chicago 


nh. C.A. Bullding—Rockefeller Centre, New York City 


Claus Spreckels Building, San Francisco 


HUDSON BOOSTS 
APPROPRIATION 
FOR 1934 CARS. 


Campaign Will Break After 
| First of Year 


Detroit, Mich., Dec. 14.—One of the 
most ambitious advertising programs 
Hudson Motor Company has ever un- 
dertaken will be launched the first 
week in January to introduce new 
1934 Hudson and Terraplane models. 

Five national weeklies—Saturday 
Evening Post, Collier’s, Literary Di- 
gest, Liberty and the New Yorker— 
will carry three-page announcements, 
one page devoted to Hudson and two 
to Terraplane. The magazine list 
will be expanded later. 

Newspapers, however, as in the 
past, will receive the lion’s share of 
Hudson’s appropriation, which will 
be materially larger than that alloted 
for 1933. The list will be increased 
to include between 900 and 1,000 pub- 
lications. 

Breaks at Show Time 


First newspaper copy will appear 
in New York at the time of the auto 
show there, Jan. 6, when models will 
be shown for the first time. There- 
after, introductory copy will be stag- 
gered to appear in various localities 
simultaneously with openings of the 
several auto shows throughout the 
country. 

The Detroit office of the Blackman 
Company is in charge of the Hudson 
campaign. 

Radio will continue to be used over 
a national chain throughout the new 
year. Outdoor and direct mail will 
not be neglected; both will be used 
on a dealer-cooperation basis. A com- 
plete list of trade publications will 
be employed to tell the story to 
dealers. 

Plans for 1934 were revealed to the 
company’s distributors at a conven- 
tion here last week end. Sound pic- 
tures were used to make the presen- 
tation. 

Roy D. Chapin, president, who 
served as secretary of commerce in 
President Hoover’s cabinet, told the 
meeting that the one thing he 
brought away from Washington with 
him was the abiding faith of the 
American people to be able to over- 
come all obstacles without aid. 

A. E. Barit, vice-president and 
treasurer, declared that in his belief 
the company could look forward to 
the new year with more encourage- 
ment than at any time in a long 
while. He stated that current busi- 
ness is good because the public is be- 
coming convinced that regardless of 
which school of thought pertaining to 
monetary matters finally prevails, 
prices are more likely to be higher 
than lower. 

William <A. James, advertising 
manager, said that it was because of 
this feeling that Hudson would cam- 
paign in 1934 with what he described 
as “positively and emphatically the 
most effective advertising program 
ever presented” by his company. 

The copy theme for 1934 will be 
four-fold. It will embrace rugged- 
ness, size and equipment, perform- 
ance and low price. 

The 1934 cars will be entirely new 
in appearance, with a strong stream- 
line trend. Bodies will be consider- 
ably larger. The new Hudson “Axle- 
flex” system of independent “knee- 
action” springing, forecast in the 
Nov. 25 issue of ApvertisinG Aag, will 
be offered on an optional basis. The 
complete line will comprise more 
than thirty body types. 

Copy will lay heavy stress on the 
fact that the power-to-weight ratio 
and consequent performance of the 
new cars is even more favorable than 
in 1938, when Terraplane garnered 
most of the major hill performance 
records in the country. 


Appoints N. W. Ayer 


Golden State Company, Ltd., San 
Francisco, distributor of dairy prod- 
ucts, has placed its advertising with 
N. W. Ayer & Son. 
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GN Olvision ’ ILLINO;s 


Advertising and sales executives expect to find advertisements 


of the leaders in this industry in Advertising Age! 
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PHOTOGRAPHIC REVIEW OF THE WEEKS 


GET LOWDOWN ON LORD'S POPULARITY 


HELPS TO END ARGUMENTS ABOUT THE EXACT STATUS OF THE WEATHER 
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Dependable in any Jemperature 


,CITIES SERVICE 


) GASOLENE ANDO OIL 
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Two of these 60-foot long displays have been placed in operation in Cleveland, each carrying what is said 
to be the world's largest circular thermometer, 16 feet in diameter. The board has a traveling illuminated 
border, while the thermometer and the words “Cities Service" are in Neon. Central Outdoor Advertis- 


LiLiga ta 


Frigidaire and Geyer executives journeyed to Boston this week to 
inspect Capt. Phillips Lord's schooner, the Seth Parker. Here they 
are on the afterdeck. In the front row are Mary Geyer, Elise Biechler, 
Mrs. Pheil, Mrs. Biechler, and Mrs. Newell. In the second row are 
E. G. Biechler and H. W. Newell, Frigidaire president and vice- 
president, B. B. Geyer, agency head, and Capt. Lord. In the rear is 
John S. Pfeil, New England general manager for Frigidaire. (Story 
on Page 10.) 


DOG SOAP MERCHANDISING GROWS UP 


Lister's Dog Soap, a Johnson & Johnson product, bids for a place on 

the counter with this new package and container, designed and pro- 

duced by Robert Gair Company. A celluloid soap dish is packed 
with each carton of four to promote four-unit sales. 


ATTRACTS ATTENTION IN NEWSPAPERS 
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Make were thet there = on hend ¢ bull meppty 


Unusual art work attracted much attention to this advertisement, 
prepared by Baker & Baker Associates, Akron, which ran in the 
“Akron Beacon Journal" recently 


NEW GILLETTE COPY 


* 


NEIL HAMILTON 


wants to know... 


“Why are ‘BLUE BLADE’ shaves 
cleaner, yet so comfortable?” 


Asks Neil Hamilton 
Famous Movie Star, when interviewed by a Cillette representative 


Typical copy in the new campaign 

which Gillette Safety Razor Com- 

pany is trying out with large space 
in Deagibeanse and Hollywood. 


DOLEFUL TALE 
“NO MORE DESSERTS THIS WEEK!” 


“c"' NEW “SHEER STOCKING 
SOAP CAN SAVE YOU DOLLARS! 
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Current large space newspaper 
copy for Ivory Snow, in which a 
new approach to the "save your 
stocking” theme. A run means 
stockings instead of sundaes this 
week, the young lady declares. 


ing Company erected the displays. 


NO TAMPERING WITH THIS LIQUOR CONTAINER 
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FRANKFORT DISTILLEPIES INCDRPORA! no 


Counter display featuring the unusual tamper-proof container of 
metal and cardboard which Frankfort Distilleries are using. The bottle 4 
may be examined, but cannot be removed without completely de- 
stroying the carton. This display, lithographed in eight colors, gold 
and silver bronze, is the work of Erie Lithographing & Printing Co. 


TONIC TAKES A BOW IN OUTDOOR COPY 


Full alcoholic strength AT Your 


This poster by Lyman Simpson is now being displayed on Chicago 

outdoor boards, and will soon spread over the middle west. A 

posting for Monarch beer, made by the same company, will also 

appear shortly. Maggart Corporation, Chicago, handles the 
advertising. 
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